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THE ADVERTISING VALUES OF 


The St. Louis Republic 


E INCREASED OVER 
rp trs 1894, TEN PER CEINT sas tees. 
"Daily Average Sold in July, 1894, . .. . . . 56,568 
Daily Average Sold in July, 1893, . . . . . . 51,757 


Daily Average Gain,.. . . . . 4,817 








JULY CIRCULATION, 1894. 


Sr. Lours, July 31, 1894. 
Chas. W. Knapp, Géneral Manager of the ST. LOUIS REPUBLIC, 
being duly sworn, says the actual number of full and complete copies of the 
DAILY and SUNDAY REPUBLIC printed during the month of July, 1894, 
all in regular editions, was as per schedule given below: 
Days. S. Days. - Copies. 
1 1 eet cena . 57,260 


Or He GO RO me SE aE Dm GRO 


ee eee 


Total for month 1,874,800 
** Less deductions ta cian 121,173 


Total sold 1,753,627 
Daily average net circulation eich 56,568 
*Sunday. 
** All copies spoiled in pening, left over and returned unsold are deducted, so 
as to give the net circulation reaching actual readers. 
CHAS. W. KNAPP. 


(Seal.) Sworn to and subscribed before me this thirty-first day of July, 
1894. JOSEPH G. HOLLIDAY, 
Notary Public, City of St. Louis, Mo. My term expires September 7, 189 











RATES QUICKLY FURNISHED BY 
THE REPUBLIC, Sr. Lours, Mo. 
Or at New York Office, 146 Times Building. 
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SST 
Profitable 
Publicity. 


The 1400 papers of the Atlantic 
Coast Lists reach a million fami- 
lies weekly. Their circulation is 
paid for. They have no free list. 
The cost is but a fraction of what 
it would be to advertise in the 
papers direct. Only one electro- 
type needed to place your adver- 
tisement before the country people 
of the entire Atlantic Slope. 
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PATENT MEDICINE IN GERMANY. 
From the British and Colonial Druggist. 

It will not be surprising to the reader 
to hear that Germany has also patent 
medicines, but yet between the patent 
medicines of Germany, and, for in- 
stance, England, there is a consider- 
able difference. ‘That there is such a 
difference is the consequence of the 
German patent medicine regulations, 
which are of a very stringent nature. 
In England patent medicines are prac- 
tically protected by the governmental 
stamp; in Germany the government 
makes every effort to entirely uproot 
this class of medicines. 

In the first place, secret medicines 
are not at all allowed to exist. Of 
each’ remedy the exact composition 
must be stated, and the compound 
must not only contain no poisons in 
the true sense, but even not have the 
smallest addition of any drug which is 
considered as powerful, like opium, 
calomel, cherry, laurel water, chloro- 
form and others. 

But this is not the only restriction 
which exists to the detriment of the 
patent medicine manufacturers. The 
patent medicine must not be advertised 
in the daily press, and the publishers 
of newspapers are prosecuted and heav- 
ily fined if an advertisement appears 
which is looked on as referring to a 
patent medicine. 

Besides this, the government and the 
local police and the health authorities 
do their best by publicly warning peo- 
ple not to use certain patent or quack 
remedies, which are then officially de- 
nounced as consisting of practically 
nothing which would do any good in 
curing or improving certain diseases. 
Further, it is pointed out that the 
charge of two-and-six pence, for in- 
stance, is far above the true value of 
the constituents, and that three pence 
is about a proper equivalent for the 
would-be benefactor’s (namely, the pat- 
ent medicine manufacturer's) draught. 

The consequence of this is that only 
galenical preparations, such as cocoa 


wine, liquorice lozenges, pepsin es- 
sences and the like, whose therapeutic 
effect cannot be denied, appear as pat- 
ent medicines, together with remedies 
of old standing, formerly so well ad- 
vertised that they are still well known 
and in favor with the general public. 

The patent medicine vender has to 
circularize persons direct by letter or 
pamphlets to obtain a good sale for his 
goods, and it is evident from this that 
it is not alone capital which is required 
to push patent medicines in Germany, 
but that a lot of details must be ob- 
served which will only be known to 
those who are perfectly familiar with 
the ins and outs of the regulations on 
this subject. 

How risky it is even for the phar- 
macist to advertise anything to cure has 
come under notice only a very few days 
ago. ‘The recommendation of some 
cholera drops, consisting of only those 
drugs which were officially recom- 
mended—as hydrochloric acid and port 
—in a daily paper, had as a conse- 
quence an announcement of the public 
prosecutor, in which the people were 
warned against this sort of imposture, 
as no guarantee existed that these 
remedies would really prevent cholera 
when administered. Fortunately, in 
this case, the public prosecutor’s supe- 
rior quashed this indictment, which 
certainly did the druggist, in the eyes 
of his regular customers, no good, but 
threw a certain doubt upon his charac- 
ter. 

If we consider what chances foreign 
patent medicines have in Germany, it 
will be noticed at a glance that only 
certain medicines can at all be pushed, 
as preparations with powerful drugs 
are entirely excluded, and many of the 
others want a good deal of judgment 
as to how they are brought out and 
made known. 

Of course, there is always a certain 
demand for English specialties, which 
are asked for not only by Englishmen, 
but also by Germans, who get used to 
some of the English proprietary medi- 
cines. Many of these are often more 
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in demand in Germany than in their 
home country. Especially in large 
towns the ‘‘ apotheker” keeps a good 
assortment of English patent medi- 
cines, but of course they are not spe- 
cially pushed by the chemist, but only 
sold when asked for. 

Taking everything in consideration, 
Germany is not a good field for the 
British manufacturer of proprietary 
medicines, as full knowledge of the 
‘* Fatherland’s ” peculiarities is neces- 
sary to make an English patent medi- 
cine pay over here. 





THE CLASS JOURNAL PRESS. 


The short essays and catalogues appearing 
in Printers’ INK from week to week, and in- 
tended to aid advertisers in making a judicious 
selection of the separate classes of papers dealt 
with, will eventually be published in book 
form. All newspaper facts and statistics are 
from the American Newspaper Directory for 
1894. 

HOUSEHOLD. 

These journals, 56 in number, are 
regarded with more than usual favor 
by advertisers and are believed to pos- 
sess especial facilities for reaching the 
homes of the people. They are really 
magazines and nearly all are issued 
monthly. 

In this and the following lists circu- 
lations to which the asterisk is attached 
may be relied upon absolutely. 

All papers credited with a circulation 
of more than 1,000 each issue are as 
follows : 


WEEKLY, 
NewYork, N.Y.: Am. House & Home = 4,000 
SEMI-MONTHLIFS, 
Springfield, O.: Farm and Fireside., 250,591* 
Ladies’ Home Companion ...... 141,995* 
Minneapolis, Minn,: Housekeeper... 75,000 
Louisville, Ky.: Home and Farm.... 40,000 
MONTHLIES, 
Philadelphia, Pa.: Ladies’ 7 o- 690,403* 
New York, N. Y.: Ladies’ World.... 349,142* 
Illustrated Home Guest........ 20 ,166* 
Portland, Me.: Prac’l Housekeeper.. 150,773* 
Chicago, Ill.: Household Guest..... 125,000* 
-_-* aot Household......... - 86,c00* 
Te ccccccvesecosocessoovesce 75,000 
New i, N. Y.: Housewife....... 75,0¢0 
Springfield, Mass.: Good Housek’ P’Z 55,000 
Providence, R. 1.: Home Guard..... 40,000 
St. Louis, Mo.: Home Circle........ 40,000 
Springfield, O.: Womankind........ 32,333" 
Caro, Mich.: Home Life........,... 30,000* 
Columbus, O.: City and Country.... 20,000 
Lynn, Mass.: Ingall’s Home and Art 

i edicnk niet ieaeronee 20,000 

New Haven, Conn.: Modern Queen. 20,000 
Philadelphia, Pa.: Home Queen .... 20,000 
Bloomington, I!1.: Home Circle..... 17.500 
Boston, Mass.: Household Comp’n.. 17,500 
Chicago, Il!.: Home World.......... 17,500 

Cedar Rapids, la.: Kvinden Og 

a at cee+ 16,000* 
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St. Louis, Mo.: Woman's Farm Jour. 15,166* 


Cleveland, O.: Household Realm... 12,500 
Easton, Pa,: Am. Hearthstone ..... 7,500 
Rochester, N. Y,: Fireside Reveries, 7,500* 
Springfield, Mass,: Domestic Journal —_5,000* 
Chicago, IIl.: Home See 4,000 
New York, N. Y.: Daheim.......... 4,000 
Philadelphia, Pa.: Household Journal 4,000 
Topeka, Kan.: Farmer’s Wite....... 4,000 
New Orleans, La.: So. HomeComp’n —3,167* 
Cleveland, O.: Old Homestead...... 2,250 
Delaware, O.: March of Progress.... 2,250 
Louisville, Ky.: Health and Home.. —2,250* 
New York, N. Y.: : Household Topics 2,250 

Motherhood..........+4.+- 2,250 
Philadelphia, Pa.: House and Home. 2,250 

BI*-MONTHLY, 

Camden, M. Ji: How, ....0.ccscccee 4,000 


These 43 journals have an aggregate 
circulation of 2,695,786 each issue— 
probably a higher average than is made 
by any other class. 

The Philadelphia Ladies’ Home 
Journal is known everywhere, and 
wherever known it isa favorite. Mr, 
Curtis knows how to publish and Mr. 
Bok how to edit in the best way and to 
the greatest satisfaction of the largest 
number of readers. It is a marvel of 
typography, information and literary 
merit. 

The Springfield, Mass., Good House- 
keeping is unsurpassed in its partic- 
ular departments and its class of read- 
ers. They are of the very best and so 
is the magazine. 

FASHIONS. 

The papers of this class, in nearly 
every case, are intended for women, 
although two at least are devoted to 
“fashions for men,” and others are 
intended primarily for dressmakers and 
milliners. They number 24 in all, 
are generally well printed, profusely 
illustrated, make claim to some literary 
ability and have an unusually large cir- 
culation. 

Those credited with more than 1,000 
each issue are as follows: 

WEEKLIES, 





New York, N. Y.: Harper’s Bazar.,... 75,000 

We iecececsetes Sees bosevseces 7,500 
MONTHLIES, 

New York, N. Y.: Queen of Fashion, 98,858* 
Delineat: | EE EOE eee 75,000 
Demorest’s F amily Magazine.... 75,000* 
Modes and Fabrics.............. 75,000 
(ae 40,000* 
Domestic Monthly............... 20,000 
Fashion and Fancy.......... +++ 20,000 
L’Art dela Mode.... 

Le Bon Ton......... 

DOMED ocencatintwescyncsvonsvoes 

La Mode de Paris............ 18 .000* 
jJenness Miller’s Illustrated Mthy. 17,500 
aris Album of Fashions.. ...... 13,000* 

Chicago, IIl.: Young Ladies’ Bazar... 12,500 

New York, N. Y.: Mode...... 10,000* 
French Dressmaker.......00+s++ 8,000* 
Ladies’ Standard Magazine iene 7,500 
Jour. of Fashion and Tailoring. 2,250 
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QUARTERL 
Milliners’ “Guide... 


New York, N. Y.: 

Harper's Bazar is an acknowledged 
leader of fashion, read by the higher 
classes everywhere. Vegue is hand- 
somely printed, well edited, deservedly 
popular, especially in New York City, 
and is still gaining ground and intelli- 
gent readers. 

CULINARY AND CATERING. 

These journals are devoted to 
yi Cookery, Hotel and Household In- 
terests,” information covering ‘* the 
cost of foods, bills of fare, etc.” There 
are six of them. One only, in maga- 
zine form, is accorded a circulation of 


2,250 


more than 1,000, viz.: 

™ T ot 
Philadelphia, Pa.: Table See 7,500 
SPORTING, ATHLETICS, CYCLING AND 


’ 


ROAD MAKING, 


These are all matters of such general 
interest in the present age that they 
are discussed most intelligently in the 
daily and other secular papers. It is 
not strange, therefore, that there should 
be comparatively few class journals 
representing them. Still, we find 61 
making a specialty of Sports, 24 of 
Athletics and 1 of Road Making. 


All credited with a circulation of 
more than 1,000 each issue are as 
follows. 

WEEKLIES, 


New York, N. Y.: Nat. Police Gazette 75,000 





























3oston, Mass, Bicyc! ling World,..... 20,000 
St. Louis, Mo. Sporting News.... 20,000 
Chicago, Ill.: Clark’s Horse Review.. 17,500 
Vi rid EE eT ee ere 17,500 
Philadelphia, Pa.: Sporting Life .« 17,500 
New York, N. Y.: Clipper.........+. 12,500 
Spirit of the Times.............. 12,500 
Turf, Field and Farm . 12,500 
Chicago, Il.: American Field 7,500 
7,500 
7:500 
Indianapolis, Ind.: Western Horseman 7,500 
Lincoln, Neb.: WwW estern Resources... 7,500 
New York, N. Y.: Forest and Stream 7,500 
lilustrated le vatle Gada teewek 7,500 
Rider and Driver. 7,500 
San Francisco, Ca!.: Californ:a World 7,500 

Cleveland, O.: American Sportsman.. 5,500* 

Koes hia, ee ree 4,680* 

Boston, Mass.: Amer. Horse Breeder. 4,000 
San Francisco, Cal.: Breeder & Sports- 

Ric acnsnewasns 
Louisville, So ithe ™n W heelman 


Ky 
3uffale, N ¥4 
Chicago, ng 
Referee........ 

New York, “x Y.: 
cling Gazette 
Shooting and Fishing 





Wheel and Cycle Trade Review. 2,250 
Ph:ladelphia, Pa.: Amer. Athlete. 2,250 
Detroit, <7 Horse News......... 2,000* 
Buffalo, : Horse Gazette. ...... 1,000* 

SEMI-MONTHLIES, 
Hartford, Conn.s Am, Cyclist..... 4,000* 
Des Moines, : lowa Turf..... cue SO 
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MONTHLIES, 

Meow York, MN. ¥.s QGatinm, 0.0000 00s 40,000 

Boston, Mass.: Good Roads.......... 20,000 





New York, N. Y.: Gameland + 20,000* 
Indianapolis,Ind.:Wheelmen sGazette 7,500 








Chicago, Ill.: Amer. Liveryman and 
Horse Owner seevceseccccecescs 4.000 
=e 4,000* 
— s Review and Bicycle 
ee eee re 4,000 
WwW tee DINE,  ccucnsuension 2,250 
Kalamazoo, Mich.: Amer. Fish and 
Game Warden. .........0-se00 
NewYork, N. Y.: Amateur Sportsman 
American Angle Riccseniecne ooee 
A re en ee 





Watertown, ‘N. YV.: Ri 
a 

Milwaukee, Wis.: 

Movrestown, N, J.: 


MUSI¢ 


idder, Sail and 


Pneumatic. . ; wl 
Loose Spo ‘kes. . am 8 


AND DRAMA, 





These two classes are closely united 
in the journals representing them ; but 
54 appear be devoted more exclu- 
sively to Music and 14 to the Drama, 
The Musical journals act both as critics 
and teachers, the Dramatic ones espe- 
cially as critics. 




































All credited with a circulation of 
more than 1,000 each issue are as 
follows : 

WEEKLIES, 

New York, N. Y.: Dramatic Times .. 21,824* 
Dramatic Mirror...... . ra, 
SER Sia ie ne ee 12,500 
Musical Courier 7.500 

San Francisco, Cal,: Calif. World.... 7,500 

Seattle, Wash.: Dramatic Star. 2,500* 

Chicago, IIl.: Indicator, ..........00. 2,250 
Presto...... 2250 

New York, N. Y.: Am. Art Journal,. 2,250 
Amusement Gazette,............ 2.250 
Freund’s Musical Weekly........ 2,250 
Music Trade Review........... 

MONTHLIES, 
New York, N. Y.: Woodward’s Music- 
al Monch ly ceccccesvee coece 20,000 

Philadelphia, Pa.: Etude... 18,000* 

Lafayette, ?. Echo. 17,500 

New York, N. Musical Echo 16,500* 

Boston, och Trifet’s G 

Music 16,142" 

St, Louis, Mo.: 

view, 12,500 

Boston, Mass,: 8,000* 

( hicago, — 4 Friend........... 7,500 

New York, : Metronome........ 7,500 

Cincinnati, : oe al Messenger... 5,000 

Boston, it 4,000 
Leade - 4,000 

New York, N. Y.: We rner’s Mag’ ne. 4,000 

Dalton, Ga.: Music Tene... ccccres 3,000* 

Boston, Mass.: Musical Record....... 2,250 

Chicago, Ill.: Brainard’s Mus'l World 2,250 
SU gcc olcsonk akeesevkows 2,250 
Music Review 2,250 

Dayton, O.: Musica Million. 2,250* 

New York, N. Y.: Keynote.......... 250 

Williamsport, Pa.: Music and Mirth.. 2,250 

Reading, Pa.: Musical News......... 1,500* 

SOCIAL GAMES, 


The entire list is as follows: 


Chicago, Il].: Am, Checker Review..M. 800 
Milwaukee, Wis.: Whist............ M. 400 
Boston, Mass,: Am. Chess Monthly..M. 800 
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ARMY AND NAVY. 

These papers are intended for both 
the citizen soldier, officers and men of 
the regular army, veterans and blue 
jackets and officers of the navy. 

The following is a complete list of 
all accorded a circulation of more than 
1,000 : 

WEEKLIES, 


Washington, D. C.: Army and Navy 





SEE cts Saks wie tags oes 7,000* 
New York, N. Y.: Army and Navy 
Journal Dsahaeans acalaiud oleae: 4,000 
MONTHLIES, 
Nashville, Tenn.: Confed. Vv eteran. 7,500* 


Hartwick S« minary, N. Y. Drafted 
Men’s Advocate 5,400* 
Philade phia, Pa.: United Service.... 
BI-MONTHLY, 
New York, N. Y.: Journal of Mi “" ary 
Service aes af U.S... 2,500* 


QUARTERLY, 

Cornwall, N. Y.: N.Y. Mil’y Academy 

Of the 25 publications in this list the 
New York Army and Navy Fournal 
is undoubtedly the representative 
paper, although others doubtless do 
print more copies. 

GRAND ARMY THE REPUBLIC, 


This order has at present over 400,- 
ooo members. Each one was a soldier 
in the Union Army during some part 
of the Rebellion and proof of his hon- 
orable discharge became a prerequisite 
to his admission into the body. 

Under this class 20 papers are pub- 
lished. The following is a complete 
list of all accorded a circulation of more 
than 1,000 : 





1,000* 


OF 


WEEKLIES, 


Washington, D. C.: Nat. Tribune... 116,520* 
Indianap»lis, Ind.: Amer. Tribune.. 20,000 


Utica, N. Y.: Grand Army Journal. 4,700* 
BI-WEEKLY, 
Des Moines, Ja.: G. A. Advocate & 
Woman's Relief Corps Mag’ne 4,000 
MONTHLIES, 
New York, N. Y.: Home & Country 20,000 
Grand Army Gazette...... 4,500* 
Boston, Mass,: Grand Army Record 4,000 
Washington, D. C.: Canteen and 
Piaveraack. .... ceccceccccecs 4,000 
Winfield, Kan.: Western Rey veille. 4,000 
Sturgis, Mich: Cooper’ sCoffeeCooler 2,250 
St. Louis, Mo.: Picket Guard....... 1,000* 


SONS OF VETERANS. 

These papers, 4 in number, are in a 
way supplemental to the above list. 
The only one accorded a circulation of 
more than 1,000 is : 


Chicago, IIl,: Sons of Veterans’ Na- 
tional Reveille ............. M. 4,500* 
———__—.¢ ---—__—_—_. 


New York now has a Chinese daily. It 
endeavors to furnish Mongolians with latest 
news in regard to the war between the Celes- 
tial Empire and Japan, 
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A Lying Circulation Report. 


CASE No. 12. 
AGRICULTURAL NEWSPAPER NO. 2. 


In the American Newspaper Direct- 
ory for 1894 the circulation of the 
Chicago Western Rural is reported : 
Actual average for the past year, 
55,068. The accuracy of this rating 
was guaranteed, it having been based 
upon a statement furnished the Direct- 
ory, emanating from the office of the 
paper, made in the usual form and 
properly signed. 

Mr. W. Knox Haynes, a Chicago 
attorney, now furnishes an affidavit in 
substance: That the Western Rural 
made an advertising contract with the 
Price Baking Powder Co. in which a 


weekly average circulation of 40,000 
copies during 1893 was guaranteed. 


That a suit resulted, during which one 
Milton George, president and book- 
keeper of the Western Rural Com- 
pany, ‘‘admitted and stated that the 
circulation of said paper had not been, 
for the year 1893, an average of 40,000 
copies, but that it had been less than 
that amount at all times during that 
year.” 

Upon submitting a copy of this 
affidavit to the publishers of the West- 


ern Rural, a reply came, signed ‘‘ Fer- 

guson & Goodnow,” stating, ‘‘I am 

the secretary of the Western Rural 
* # 


Publishing Co. rhe affidavit 
may possess some truth, and it may 
not.” 

In a second letter from the same 
firm it is stated, ‘‘I consulted Mr. 
Booth, who had charge of the adver- 
tising, and he states that no report has 
been made to you for the Directory of 
1894.” 

rhe report, however, bears the sig- 
nature ‘‘ The Western Rural, H. W. 
Booth, Ady. Mgr.,” and is dated Nov. 
15,1893. These facts seeming to show 
that Mr. Haynes had made out his 
case, the publishers of the Directory 
thereupon sent him a check for the 
$100 reward, as publicly offered in all 
cases where it shall be shown that the 
Directory has been imposed upon by 
an untruthful report. 

This is only the twelfth case which 
has been discovered in the seven years 
that the offer of the reward has been 
standing. Curiously the preceding 
case was also that of an agricultural 
paper— Farm, Stock and Home, of 
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Minneapolis, whose editor, Mr. S. M. 
Owen, is said to be the Populist can- 
didate for Governor of Minnesota, and 
whose brother, H. R. Owen, signed 
the untruthful statement. 

The cases in their order in which the 
$100 reward has been paid are as 
follows: 

1888. 
No, 1. Waukegan, Ill., Gazette. 


1889. 
on, Wis., 


No. 2, Ma Skandinavisk Trib- 
1 e. 
1891. 
No. 3. Prospect, Ohio, Advance, 
1892. 
No. 4. St. Louis, Mo,, Anzeiger des 
We-tens, 
No. 5. Atlanta, Ga., Dixie Doctor. 


No, 6. San Franci SCO, Cal., Morning Call, 


1893. 
7. Muskogee, Ind. 


No. Ter., Our Brother 
in Red. 5 
No. 8. Monon, Ind., News. 


No. 9. Montfort, Wis., Monitor. 


1894. 
Topeka, Kan., 


No. Saturday Evening 
Lance 5 : : 
No. 11. Minneapolis, Minn., Farm, Stock 


and Home. 


No. 12. Chicago, Ill., Western Rural. 


— Bas marae 
NOTHING WRONG WITH THEM. 
HeEarp Respess Co., ) 


Engravers and Stereotypers. {| 
214 So. Broad St. 
ATLANTA, Ga » Aug. 4, 1894. ! 
Editor of PrixteRs’ Ink 
Am Ia“ thief’ * to pao your idea in 
Resolution,” or am I not ? 
HEARD REsPEssS, 
No one is guilty of theft in taking 
what he has a right and the permission 
to take. PRINTERS’ INK is a journal 
for advertisers, and our readers are 
just as welcome to help themseives to 
an idea from our advertising pages as 
from any other portion of the paper. 
—+o— 


THEY ISSUE ANY? 


“oA 


DO 

<G MEN’s Curis: IAN ASSOCIATION. | 

Dayton, O , Aug. 3, 1894. 

Editor of Printers’ INK: 

I have been told that the advertiser in 
Century, and possibly the Amer?can magazines 
irculating largely in England and Colonies, 
is led to believe that quoted circulation figures 
include such foreign business, whereas the 
advertising pages as added in England omit 
all! American advertisers, I will greatly ap- 
reciate a brief statement as to whether or 
not this be true, ae ully, 
E, G. REnTZALER. 


Youn 


The only American magazines hav- 
ing any considerable circulation abroad 
are believed to be Scribner’s, Harper's 
and the Century. If the publishers of 
either of these have made a practice of 
issuing circulation claims of any sort 
during the year or two that has passed 
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since the cheaper magazines of the 
Cosmopolitan order came into existence, 
PRINTERS’ INK has not been so fort- 
unate as to come across one of them. 


niente 
ONE ADVERTISEMENT THAT PAID. 
200 DEKacs AVE., * t 
Brookiyn, N.Y., August 6, 1894. § 

Editor of Printers INK: 


Although July is known to be one of the 
dullest months in the year, and July this year 
duller than ever, the larger retaiiers in Brook- 
lyn have spent as much money in advertising 
as they do in the busy season. That the 
money has not been thrown away is shown by 
the fact that a specially inviting advertise- 
ment in the Sunday papers of the 23d of July 
brought to the store of Abraham & Straus, 
between 1o and 11 o'clock a. m., the following 
day, 314 ladies, <1 children and 16 men, 

Respectfully, 
A. H. AskLunp. 


HERE IS A NICE SUGGESTION. 
Kutxow Bros, 


Kutnow’s Improved Effervescent Carls- | 
bad Powe ae 52-54 Lafayetie Place. 
New York, August 2d, 1894. 


Editor of Priuxtins’ Ink: 
DEAR Sir—I noticed the amusing letter 
from Scranton, Pa., regarding advertising on 


the ceilings of barber shops, in your number 
f the first inst. Could you not suggest to 
that company the adoption of an idea which 
will certainly be mtme startling in its results 
than anything they promise? Why not print 
the advertisements on the seats of the barber 
chairs and have some pins stuck into the seats 
so that the points are up? Let the unsus- 
pecting customer drop gently into the chair 
‘and see how he will jump and read the ad. 
Yours truly, 
H. Kutnow. 
— 
THE ADVEI RTISED ART ICLES ARE 
KNOWN, 


KeLiLey Mount, Printer and Publisher. } 
132 W. CENTER St., Marion, O.  § 
Editor of Printens’ Ixx: 

Dear Sir—In printing a cook book for a 
ladies’ society of this city, | observe that the 
persons furnishing the recipes are almost sure 
to use the names of the articles most widely 
advertised. 

For instance, ‘‘ Use three tablespoonfuls 
Royal baking powder,” “Seal in J/ason's 
fruit jars,’ e'c., etc. Of course, these free 
advertisements are not allowed to appear in 
the book, but I assure you that, were it not 
for the revision of the compilers, the work 
would bristle with advertised articles, 

ruly yours, 
KELLey Mount. 





_ ee = 

BASED ON A PUN. 
80 Broapway, N. Y., Aug. 

Editor of PRinvERS’ INK: 

Here is a suggestion for an ad: 
*** Water! water!’ he gasped. He was so 
astonished that he could not complete the 
ejaculation. Dear reader, he had been look- 
ing at the announcement of our sale of row- 
boats, yawls and cat-boats at half price, and 
what he meant to exclaim was: * Water bar- 
gain.” Smith & Thompson, 178 Main street.” 

Yours truly, ’. RIcHAkps, 


1, 1894. 
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THE PROPER THING IN CIRCULAR AD- 
VERTISING. 


Circ: lars are usually considered inexpensive 
advertising, but are they ? 
I find that shoe dealers are not agreed on 


the value of circulars. Some of them tell me 
that circulars pay and pay well. I find 
that those who believe in the efficacy of 


dodger advertising are those who cater to the 
great laboring class. The girl in the mill, 
the men in the factory are readers of cir- 
culars. 

‘The fac-simile letter is, to my mind, the 
most effective form of circular. Process plates 
are now so easily made, are so reasonable in 
price, that a dealer can easily send a personal 
letter to each of his customers, The advan- 
tage is patent ata glance. Any lady who re- 
ceives an invitation from you to call and ex- 
amine a new shape or style of shoe feels 
rather flattered at the special attention she 
receives, Word your note to the effect that 
you have a handsome new style shoe called 

e —, which embodies benety, comfort, 
good wear and reasonable price. You think 
it would be particularly suitable to her tastes. 
Ther state thet it would afford you great 
pleasure to show her this new shoe, if she 
will cal) at vour store when down town, Im- 
press upon her that she will be under no ob/i- 
gation to purchase unless she so desires. 

Such a “‘letter’? may be printed in fac- 
simile and sent to every lady in town, vir- 
tually making it a circular, but care must be 
taken to have thein sealed and two-cent stamps 
affixed. I know this doubles the cost of 
postage, but it is just this point which 

makes tt effective. If it has upon it only one 
cent’s worth of stamp, it will show at once 
that it isacircular, Do it right or doit not 
at all.—Boot and Shoe Recorder. 


en 
FROM THE HAWVILLE CLARION. 


We hereby announce, for the benefit of 
whomsoever it may concern, that hereafter we 
will publish no patent medicine advertisements 
except forcash, We are prompted to this decis- 
ion byan event, or series of events, which hap- 
pened this week. Not long ago we took a 
peck of pills from an Eastern firmin payment 
for advertising space. Instead of being 
boxed and labeled, they came in bulk, un- 
named and without directions. We began at 
once to give them away as pr emiums to new 
subscribers, generously permitting each 
son to take as many as he could find use ae. 
and asa result several of our most valued pa- 
trons lay for several days at the point of death. 
In our wrath and chagrin we threw the re- 
mainder of the pills out of the window, only 
to have them eagerly snapped up by our 
chickens, most of which soon died. Those 
fow!s cost us thirty-five cents apiece in adver- 
tising. As we said before, we will swap no 
more advertising space for < nt medicine. 
We would even jilt L ydia FE. Pinkham if she 
did not come up with the c 

ee 
TRY tT. 

If you cannot spend $1,000 a week in ad- 
vertising, spend $500, If you cannot spend 
so much, spend $100, and if your business will 
not allow more than $10 to be so invested, 
spend that. Seed will grow just as well when 
bought in five-cent packages as when bought 
in bushels. 

Remember that novelty is the great charm 
of advertising. Originality is what the world 
sighs for.—-PAtladelphia Public Ledger. 
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A DIFFERENT THING 
At first he advertised to get a wife, 
To be the joy and comfort of his life. 
And as he was more wealthy far than wise, 
He gota multitude of prompt replies. 
The girl he married turned out very bad, 
And so he tried another kind of ad. 
He advertised *‘a wife to give away,’ 
But has not got an answer to this ay 

+o 
A HAPPY THOUGHT. 

One day, not long since, a citizen of our 
town was out hunting, and during the day a 
rain storm came on, and in order to avoid yxet- 
ting wet he crawled into a hollow log. When 
the rain began to fall the log began to swell, 
until our friend could get neither way. He 
thought his end had come, and he thought of 
all the wrongs he had done, and when he re- 
called that he had not paid his subscription to 
the Mews he felt so small that he crawled 
right out of the log without difficulty.—Blen- 
heim (Ont.) News. 

eo 
A TOUCHING APPEAL 

The following poetical appeal won for its 
author, the editor ot the Rocky Mountain 
Celt, the prize of $1,000 offered for the best 
appeal poem to newspaper men to pay up 
their subscription: ‘* Lives of poor men oft 
remind us honest men won’t stand no chance. 
The more we work there grow behind us big- 
ger patches on our pants. On our pants, once 
new and glossy, now are stripes of different 
hue, all because subscribers linger and don't 
pay uswhatis due. Then let us be up and 
doing; send in your mite, however small, or 
when the snow of — strikes us we shall 
have no pants at all.”"— Nashville American, 


Sky z0, 








Eprron—Se Mr. of Podunk, has 
stopped his paper? 
y $2 wlhrns Yes. He saysit’s full of trash 
and he don’t want it. 
Editor—Has he paid for it ? 
Assistant—Yes, one year in advance. 
Editor—All right, grant the gent!eman's 








request. Itis the aim of the Weekly Regula- 
tor to suit everybody.—Zachange. 
-_—~> + — 
MORE ABOUT STREET CAR ADVER- 
TISING, 
PostaL TELEGRAPH BUILDING, H 


New York, July 31, 1894. { 
Editor of Pwinters’ Ink: 

Dear Sitx—We inclose you a little article 
written by Mr. George Kissam, in reply to the 
one of M. Wineburgh’s, which was published 
in Printers’ Ink, July 18th: 

Under a specious attack upon the “full 
time” car system in yours of the 18th, Mr. 
Wineburgh ina rather crass manner gives us 
his opinion of cats, little round peas and right- 
eousness, He gets rather atrabi'arious before 
he finishes and stands on his head with his 
intellectual gymnastics in a way that is very 
trying for this hot weather. Doubtless this 
office effort amused him, and his penny-a-liner 
was duly complimented on its effect, although 
the mixture of metaphors and jumble of logic 
would lead one to suspect that the weather 
was responsible for the silly-billy effort. 

It has been said that “any tool can be an 
iconoclast,” and taking that for truth we may 
say that any one who has no genius for origi- 
nating can tilt a lance ata prevailing system. 
The easiest thing in the world is to point out 
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possible defects, but- when it comes to out- 
doing 7m resudts just there this modern Gul- 
liver fails. 

This article, if it referred only to us, would 
not challenge a word for our pen—we like to 
bear the dogs bark, we know that we are go- 
ing along—but when it embraces in its con- 
spicuous inexactness railroad officials the 
country over, then we feel like explaining 
that the monumental ignorance of these mod- 
ern ‘** Napoleons of the modern methods of 
street car advertising ’’ contrasts only with 
their evident knowledge of “‘ the little round 
pea and the shell.”’ 

Let us ** fin 2t down and dissect it” (what 
a brilliant surgical operation), Weare told 
this must be part of the pinning down pro- 
cess which causes the snake to hiss; we are 
told that “three-fourths of the street rail- 
roads of America keep no record of their mile- 
age.”’ Whow! Whow !—then this is tive little 
round pea—open your mouth and shut your 
eyes and take what Wineburgh gives you ! 
Remember this--even the railroad managers 
of the roads Mr. Wineburgh controls keep no 
account of their mileaxe, This is “‘ a chicken 
that will come home to roost” preity near the 
Times Building one of these days. 

So, Mr. Wineburgh has no knowledge—not 
one single glint of evjdence to give his custom- 
ers as tothe number of miles their advertising 
travels, Zhat mnust be the new wav! 

This is the Carleton & Kissam way. Every 
street railroad company we have anything to 
do with keeps a mileage account and it is 
figured with detail and exactness, 7/hat is 
the old way! i 

Then to continue the pinning down process 
—no railroad owns more cars than it has to”’ 
on the roads controlled by Mr. Wineburgh. 
If it owned roo box and roo open cars, of 
course 200 cars are sold summer and winter, 
because ** the railroad will see that every car 


runs as many miles in a day asis possible.”’ . 


Highway robbery isn’t in it with such logic as 
this! Jt must be the new way! 

The full time car buyer doesn’t buy box 
cars in summer, nor open cars in winter—sand 
cars are exempt and what he gets he pavs for 
—-no more, no less. here is no shifting of 
the responsibility on to the railroads, no tak- 
ing mileage on trust, no paying full price for 
a car * which may run 15 hours to-day and to- 
morrow only three.”” That is the old way! 

But here is where the “‘ dissecting process” 
comes in--** make a contract to cover the en- 
tire line, open cars and box cars,’ whether 
they run one trip or twenty, the price is the 
same, whether in the shed or repair sho}, the 
price is the same, pay for all! Take care 
that you pay; *‘ 20 railroad will run more 
cars thanit needs,” any day of any year, but 
pay for all, pay, pay, pay. Yes, the little 
round pea is right under the shell. hat zs 
the new way l 

We say, make a contract to cover the “ full 
time” cars ; Carleton & Kissam will give it; a 
car istaken out in the morning and run con- 
tinuously for twelve hours, Don’t buy all of 
even the full time cars. Get a list and num- 
bers of every car your advertisement is in, 
read the directory of street railways in Amer- 
ica, published in the Street Railway Journal, 
and the number of cars owned -by each ; com- 
pare population and cars, and it will be a 
question that will take care of itself. That 
ts the old way! 

To quote from one of Mr. Wineburg!hi’s own 
por, stolen without cash or credit from 

fr. J. E. Powers: Perhaps the old will’al- 
ways be the old, and the new, the new. 
Very truly yours, 
Carterton & Kissam. 


CLOSING OF E. C. ALLEN & 
CO.’S PUBLISHING HOUSE. 


TRANSFER OF THE PERIODICALS FORMER- 
LY KNOWN AS ALLEN’S LISTS. 


One of the Best Advertising Medi- 
ums Ever Known, 


Having decided to discontinue our periodical 
publications, as formerly announced, we have 
sold the several periodicals es in Allen’s 
Lists to Hon. Samuel W. Lane of Augusta, Maine, 
who has been at the head of the editorial de- 
partment of E.C. Allen & Co.’s Publishing House 
almost from its very inception, and who will 
continue the publications in a consolidated form, 
the announcement of which is inclosed herewith. 

Of Hon. 8. W. Lane of 8. W. Lane & Co., the 
new publishers, we can say that he has been a 
resident of Augusta for nearly thirty years ; has 
held many offices of trust in the city ; was city 
treasurer and collector for a number of years, 
in which position it is conceded the city has 
never found his equal ; been a member of 
both branches of the city government, and twice 
elected mayor, almost unanimously, against his 
expressed wishes. He now represents the city 
in the State Legislature. He was among the ve: 

st to gain the confidence and personal frien 
ship of the late E.C. Allen, the founder of Al- 
len’s Lists, at the very beginning of his famous 
career, a confidence which was never shaken 
through more than twenty years of intimate 
business relations. 

We give this perhaps rather lengthy sketch of 
Mr. Lane merely to intimate the standing at 
home of the man who succeeds to the ownership 
of the periodicals formerly known as Allen's 
Lists, fully confidert that our patrons will find 
the same careful attention to their interests in 
the future which, in the past, has given to these 
Lists their well-merited reputation among the 
shrewdest and most successful advertisers 

Allen’s Lists retire and LANE’S (successors to 
Allen’s) Lists enter the field 


E.C. ALLEN & CO., 
August 1, 1894. Augusta, M 


WHAT WE PROPOSE TO DO. 


The publications will be consolidated into 
the fullowing five periodicals: 
Golden Moments, 
Sunshine, 
The Practical Housekeeper, 
The National Farmer, 
Daughters of America, 
to be known hereafter as Lane’s (successor 
to Allen’s) Lists. These are the best papers 
of the Allen Lists, and the smaller and Jess 
satisfactory ones are merged in them. It is 
the very cream of the whole business, and 
our guaranteed circulation of 250,000a month 
goes only to paid subscribers. This circula- 
tion we guarantee absolutely, and we have 
already entered into contracts to insure the 
rompt publication of this number of papers. 
t should be borne constantly in mind that 
this number represents the paid subscribers 
to these papers only. 
SPECIAL EDITIONS OF LANE’S LIST. 
In addition to the 250,000 subscriptions we 
shall publish large special editions in the au- 
tumn and winter months, and this increase 
of circulation will be pormances, as our 
lans are laid which will insure the actual 
oubling of our paid subscription list in less 
than one year; so that every advertiser en- 
tering a contract now will obtain fully a 
Half Million Circulation at present 
rates before the year is over. 
Owing to the delay caused by the negotia- 
tions for transfer of these lists, the forms for 
September close August 28. 


RATES ARE $1.50 PER AGATE LINE, 


with 5 per cent discount on three months, 10 
per cent discount on six months, 20 pe cent 
on yearly contra ts. 


8. W. LANE & CO., Augusta, Maine, 
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ask questions about anythin 
ideas—this is the retail branch. 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail merchants are invited to send advertisements for ortiicions and suggestion ; 
g pertaining to retail advert ising ; to 
and hints for the betterment of this department. PRINTERS’ ink is ac jearing-house for 


send ideas, experiences 
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We are one of the largest advertisers in 
Illinois. If you have cuts of any mdse. which 
you are selling to us we can use them in our 
advertisements to both your advantage and 
ave Linton & BurNam, t 

RockrForD, III., July 26, 1894. } 
Chas. Austin Bates, Ese. care PRINTERS’ 
Ink, 10 Spruce St., New York: 

Dear Sir—Inclosed is an ad which sold 
goods for us. It is sent to you to have the 
weak points pointed out, from your view. 

Yours truly, 
Henry S. Fisk, 
Advt. Mgr. for Linron & Burnam. 

An ad that sells goods hasn’t any 
weak points. The note at the head of 
this letter is new, I believe, and good. 

* 
* * 

This is the way the Atcnison Globe 
tells of one of its patrons : 

‘** The handsomest of the many spe- 
cial editions Kansas papers have is- 
sued in recent years is that of the 
Atchison Globe, of last Monday. Three 
months were spent by the editor and 
his assistants in interviewing the oldest 
inhabitants, gathering together their 
pictures, collecting old-time views, 
etc. The result shows a completeness 
seldom found in an issue of a newspa- 
per. Editor Howe realized a very 
handsome profit from the issue, and 
immediately announced three other 
special editions, one of which will be 
devoted to the women of Atchison.” 

One of the most interesting sketches 
in the historical Géode is that of J. 
Wallenstein, proprietor of the Boston 
Store at Atchison. Mr. Howe writes 
of this enterprising man and his meth- 
ods as foilows : 

‘* A good many people believe there 
is no profit in newspaper advertising, 
except tothenewspapers. The Boston 
Store advertises with as much system 
as it buys goods. Mr. Wallenstein 
says a well-worded advertisement never 
fails to bring good results ; if he has a 
dull day it is because he failed to ad- 
vertise properly. We have known his 
advertising to fill his store so full that 
it became necessary to close the doors. 
Mr. Wallenstein writes his own ad- 
vertisements, and sometimes devotes 
half the night to the work, as he be- 


lieves there is everything in making his 
announcements attractive and intelli- 
gent. His theory is that you can never 
fool a woman with a dry goods adver- 
tisement. A woman knows the usual 
price of everything in a dry goods 
store, and a cut price will bring her 
down town in spite of rain, heat or 
high water. Almost every day he has 
something special to offer in dry goods, 
millinery or cloaks, as the season dic- 
tates. His advertisements have long 
been features of the Glode, and the 
first thing in the morning the foreman 
begins to wonder what the Boston Store 
intends to do. Mr. Wallenstein is 
liable to appear any morning and want 
a page; we believe we never knew him 
to take less than a column. We be- 
lieve he never advertised a line in the 
‘locals’; he takes straight display 
always, and does not believe in work- 
ing a confidence game to induce people 
to read his advertisements. He has 
paid this office $150 a month for ad- 
vertising, but he never grumbles. We 
believe that during the five years he 
has been in Atchison his bill with the 
Globe has never been less than $60 any 


month.” 
* 
* % 


Mr. W. M. Price, advertising man- 
ager for Partridge & Richardson, Phila- 
delphia, sends me a number of small 
booklets and circulars. They are used, 
I presume, for distribution in the 
packages that go out of the store. 

This is a method of advertising 
which is overlooked entirely by nine 
out of ten business men and practiced 
only by spurts by the other one. 
Every package that goes out of every 
store ought to carry something of the 
kind with it. It is a string attached 
to future business. It goes right into 
the home of an actual buyer. If it is 
properly printed it will get attention 
every time. Even a dodger under such 
circumstances has weight. This method 
of distribution is absolutely sure. The 
merchant controls it himself. He 
knows just how much circulation he 
gets and what it costs. By judicious 











experiment he ¢an determine just about 
what the effect is. : 

These productions of Mr. Price’s 
are very good, I think, however, that 
he has made the very unusual mistake 
of being too brief. Brevity is better 
in an ad than it isin a circular. One 
must be as brief as possible in the 
newspaper, because he must catch his 
reader on the fly. He must not risk 
boring him with a long story. In the 
case of the package circular this is not 
true. Packages are opened for an in- 
spection of the contents—a leisurely 
inspection usually. With the bundles 
that are carried home this is especially 
so. The shopper reaches home very 
much fatigued. She sits down with 
the package on her lap and opens and 
examines while she rests. If there's 
an attractive booklet in it, it will be 
read. Needn’t cut the talk short. 
Say all you have to say and take words 
enough to clinch the story. 

One of Mr. Price’s ideas is a pretty 
blue booklet entitled, ‘* Vacation 
Time.” In it is a list of outing and 
traveling requisites. It would have 
been improved by the addition of 
prices, but the idea is a good one. 
Take some special thing each week, for 
instance, or if you only sell one thing 
talk about it differently. ‘The best 
possible form for such a circular to 
take is that of a neat little eight-page 
booklet without a cover. If economy 
necessitates it a four-page folder is 
good, but in either case the printing 
and ‘‘ style” should be correct. 

a*s 

‘‘The deadly parallel” has its uses 
even in advertising. Out in Logans- 
port, Indiana, Tucker & Young, tailors, 
use it with embarrassing pertinence in 
rapping the knuckles of Jacob Herz, a 
competitor. In their 6-inch double 
space they reproduce two ads of Mr. 
Herz’, one dated Jan. 3, 1894, in 
which he says that ‘* No reputable 
merchant tailor can afford to make a 
decent suit for $20 and pay his em- 
ployees living wages.” The other ad 
is dated July 15, 1894, and says: 
‘* Jacob Herz will sell you, for cash 
only, the best $20 suit ever made in 
Logansport.” 

Tucker & Young are inconsiderate 
enough to head the two ads with this 
quotation: ‘* When the devil was sick, 
the devil a monk would be ; but when 

the devil was well, the devil a monk 
was he.” The closing remarks are: 
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The above advertisements appeared in the 
Pharos on January 3, 1894 and July 15, 1894. 

We never mislead the public. 

We pay better wages, do better work and 
sell cheaper all the time. 

It’s a secret, but call around and we'll tell 
you how we do it, 

TUCKER & YOUNG, 


The Popular Priced Peari Street Tailors. 


The only refuge I see for Mr. Herz 
is in the statement of Ralph Waldo 
Emerson, *‘ A foolish consistency is 
the hobgoblin of little minds, adored 
by little statesmen and philosophers 
and divines.” 

* 
* * 

As an example of what can be done 
in a paper admitting no display, or 
in the classified columns of any paper, 
the following advertisement is repro- 
duced from the Chicago 7imes : 

A wf A 
seeking a 
iano cannot 
e said to 
n 
even a rudi- 
mentary knowledge of 


e 
the possibilities of the 
market at the 





instru- 
ments offered at LYON & HEALY’S Midsummer 
Clearing Sale, corner Wabash av. and Adams st. 
You can secure an entirely new instrument of a 
well known make 
for avery small sum 
indeed, for all pianos 
not of our regular 
styles have been 
marked at a hea 
count Then in sl 
used pianos are 
of remarkable values. 
Names and prices convey 
but a poor idea of the oppor- 
tunity afforded by this sale. 
These pianos must be seen 
and heard. 


peneee 
anos ranging in 
from $50 upward for 


squares and = up- 
ward for uprights 
are instruments of 
° the following makers: 
Chick ring, Hazelton 
icke q azelton, 
Bauer, Kimball, 
McPhail, Haines, 
Emerson, Steinway, 


Klingman, 
burn. 


Lindeman 
Voge, New England, Hallet & Davis, Hale, 
New York PianoCo., Great Union, Behning. 





For Any Business—(By R, L. Curran). 


THE FELLOW 
WHOSE ADS ARE 
SO FUNNY 


* must have lots of time to 
make ’em up; we have not. 
The best we can do is tosay 
ae -s some of our prices off-hand 
—we know them well, for 
* we're kept busy te 
them to customers. 








ante pene 
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For Any Business. 


We Make % %& 
A Profit we 
On all our goods, but we 


Oo. oO 
Oo O © try to make it fairly. 


We don’t believe in selling O 1@) 


one article at cost and put- (@) 
ie a big profiton another. O Oo 
Y us and we will use you e) 
fairly, and go out of our way O Oo 
to serve you. Oo 
We have a splendid line O Oo @) 
pr es 
What can we do for you? Oo Oo 


R. D. FARRIS’ SON, 
SouTH YARMOUTH. 


For Shoes—(By J. E. Scanian). 


Play 
The Winner 


when you Ko to the races. Do 
the same thing here at home. 





Long headed buyers have the 
Bom habit of backing Scanlan against 
the field of competition. They 
invariably win, for money sav 
is money gained. 
This Week: 
Bon’ Fine $2.00 Sewed Shoes 


at $1.50. 

Women’s $2.00 Kid Button 
Shoes at $1.00. 

Misses’ Kid Toe Slippers, 50 Boe 
cents. 





For any Business. 


A LONG 
STRING of FISH 


is not carried up a side street. 


It’s just about as important to LET 
FOLKS KNOW you've got something 
good for them as it is to have it to begin 
on. Wasn't there something said about 
burying your talent ina napkin? Hav- 
ing done our duty by securing the goods 
and calling attention to them, we leave 
you to do yours by seeing them. For all 
who visit us we have bargains ; for those 
who don’t, sympathy. 

WEBSTER, RUSSELL & CO., Plymouth, N.H. 


For a Shoe Dealer—(By Jos, B, Miils). 
Bring in 
Your Feet_ 


+ + We should like to introduce 
+ them to a pair of our “sum- 
mer shoes,’’—you know. those 
ever popular Russets. They 
are not those very luud ones, 
but just the proper color for 
the seashore or mountain re- 
sorts. 

If you wear this shade you 
will be strictly “in it.” 

The price, certainly, is rea- 
sonable—$4.00. How doesthat 
strike your pocket ? 





+tttttt +t+t+ 
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For a Grocer—(By Philip Hamlin). 


Did you evér notice 


That our berries always 
look the biggest—brightest 
—freshest ? 


Your wife has!! 


She knows too that those at 
the bottom of the box are 
qost as big and bright and 
resh as those on top. 


Do you know why? 
It’s because we pick ’em 
over before we put ’em on 
sale. We don’t simply flop 
‘em bottom side up from 
one box to another, but 


We throw away 


All the green and all the 
spoiled ones. We lose about 
two boxes out of every case, 
but we make up for that in 
sales, and we get the same 
prices the other fellows do, 
numore. Delivered intime 
for dinner or for any other 
meal. 





For a Shoe Dealer—(By Philip Hamiin). 


WE HAD 
AN IDEA 


That those razor 
toe tan shoes for 
men would sell at 
= They didn’t— 

ut they’ve got to 
sell at some price. 
We can’t keep’ em 
till fall. To-mor- 
row they goon sale 


“$4.50 


Cheaper than 
ing barefoot cole 
heap more stylish. 





(For China and Glassware). 
Our Advertising 
is thrown 


away 
If you doubt it. 


If you have confidence in our ad- 
vertisements they will have ac- 
complished their object, and we 
shall gain a new customer. 

We have just received a lot of 
Glassware — Cake Plates, Berry 
Dishes, Pitchers, Bon Bon Dishes, 
Syrup Cups, etc., which we are 
selling at 13 cents apiece. 

Not “marked down to make 
room for other 8,” nor “ worth 
25 cents each,” but worth 13 cents 
—good heaping value, too. 





R. D. FARRIS’ SON. 




















PRINTERS’ INK. 


THE PEOPLE TO IN- 





VITE 


Some time ago PRINT- 
ERS’ INK reproduced a 
portion of the first page 
of the Springheld Repud- 
lican, showing the curious 
effect of an attempt to 
avoid pictures and display 
ype. Mr. Samuel Bowles, 
the editor, took occasion 
to regret that a fac-simile 
of an advertising page of 
one of the daily papers 
which admits cuts did not 
have a place alongside so 
that the public might ob- 
serve the comparative 
merits. A fac-simile of 
a part of such a page is 
here shown, taken from 
the Kalamazoo, Mich., 
Telegraph. Observe the 
displayed statement : 

‘“‘ This paper circulates 
in the homes of the people 
buying the kind of goods 
you have to sell.” 

It is interesting to note 


iif 
at 





fir 











that although the paper er 
circulates in the homes  {istj«1: 
of these people, yet the piyas 


advertiser is advised to 
limit his invitations to 
receptions at the store. 


Zz s . 
Few discovery 





‘The point would seem to 
be well made. 
———_ —_——_— 

Ir you want to get the want 
you want to get, see our 
went column.—Shoe Trade 
Journal, 





ea 





caaenuenaaen ‘Mich, by Oclemas Bros 4 Co and by W. 4.4L L Bellowng, Dreguiow 





NOTHING TO LAUGH AT. 


Great Humorist—What, only fifty cents 
apiece for these jokes? 

Thrifty Editer—Yes, that's all we can af- 
ford to pay for jokes; and we can get all we 
want at that price, 

Great Humorist—Oh, you can undoubtedly 
get plenty of a certain grade of jokes for fifty 
cents, but I would like to have you know that 
my jokes are no laughing matter.—New 
Haven News. 





\ new use for the “‘ coupon "’ has been dis- 
covered by the editor of a country weekly in 
New York. He makes the following an- 
nouncement : “* ‘I'en cents sent to the Lough 
Notes office with this coupon will get the ed- 
itor two summer drinks.’”’ 





In the United States there are about 1,000 
paper mills, whose daily production is 8,000 
tous of paper; the greater portion of this is 
made from wood pulp.—Chicago Lumber 
Trade Journal, 


Tue local paper that is not owned by a 
clique or faction isa blessing. Its existence 
depends on advertising, and the merchant who 
refuses to patronize it Upon the plea that 
“everybody knows him”’ is giving his own 
business a black eye. Advertisements are an 
evidence of life, public spirit, hope and a dis- 
position to do business. —Caro (Mich,) Ad- 
vertiser. 

—_-s> 

**Carn’s Umbrella Hospital ’’ is the curious 
sign which a St. Clair strect, Cleveland, es- 
tablishment displays. -His windows also an- 
nounce: “*Wm. Cain—Black Eves Cured; 
Scratched Faces Painted.” If battered um- 
brellas may be mended, why not battered 
men? 


THE non-advertising merchant goes forth 
to his lair at the rising of the sun, and lo! no 
man cometh. He standeth around all day 
like unto a bottle of castor oil, and the people 
with the shekels go not into the house. His 
face is forgotten on the face of the earth.— 
Exchange. 
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THE VALUE OF ADVERTISING. 


A wealthy man endeavored once to show 
‘That fortune comes to those who advertise. 
A 7-— man said, “” T'was money thrown 


way, 
And | sommed the other’s logic to despise. 


They argued long, till each to his own view, 
Unknowing, had the other one converted. 
The rich man hastened to withdraw his ads, 
The poor man rushed to have an ad inserted, 


A year ago or more is it, I trow, 
ince those two meu * hus argued and con- 
versed, 
One rich, one poor, they still exist to-day ; 
But fortune their positions h = reversed. 
Yankee Blade, 





Classified Advertisements. 

Ae ete er 
in one week in advance. 
WANTS. 

[8B the Persian Corn Cure. 

Goon HOUSEKEEPING. Ads. 

(00D HOUSEKEEPING. “Ads. 

‘| HE, sou SOUTHERN MAGAZINE gets Southern 

c= ST. NICHOLAS LAS MAGAZINE wants your 


attention, and Ceserves it 
ps are bought 


_) SED. Columbian 
2) by E. T. PARKER, Bethle fan "Pe. 
r property a 


NO buy or sell news 
T NW wanes Proper ye 


- BROKER AGENC 
Au values Columbian stamps (except 2c.) want- 
ed. CRITTENDEN & BORGMAN CO., Detroit. 
[upere? D features for nev 
ILLUSTRATING 8 


ANe po ee Swank wir 


a advrs. 
Columbus, 0. 
les Samples and te terms free. Send 
MFG. CO., Fremont, O. 


eenteie for effective effective advertisi display. 
EP LOMITH, 180 Washington St 34 


\ J ANTED—Orders, at 10 « at 10 gps a line, for ® MFG 
wee ‘a r; — cire. proved. 
L. MOSES. 132 Nassau St, K 
y. ogg gt man who can sell as good a news 
ink for 20 cts. a pound as I can for 4 cts, 
WM. JOHNSTON, 10 ee en Y. City. 


Po vide experies or oF telegra “y gy of 
w a= lence y, Ww eads, 
vend proct, ee . “ THOR: oS tony wt of Print- 


HY he newspaper men to know the saving of 

time, labor and money caused by the prep- 
aration of copy on the | cacamaaaceizs Typewriter. 
327 Broadway, New Yor! 


ro bm in Iowa, a Missouri and 

to coast: Have you a hustler to work 
county ‘i advertising ! No outlay. Newscheme. 
Big money. Box 230, Sidney, Iowa. 


6é eer TALK ABOUT BUSINESS!” 


66 QMALL TALK ABOUT 1} ag enn pa - 4 
40c., ¢ 
mailed 


=. FREMO PUBLISHING CO., Fremont. 0. oO. 


ae REMAN of composing 
printer, thoroug! re fable ‘and = 
every way; can le an: a up te 
da fy: neat workman. care 
je terms. POREMAN,” ” care ne Printers’ ink. in 


W ANTED—Position on go good live newspaper, 


PRINTERS’ INK. 


R ELIARLE correspondents wanted at every 
county seat where veers not no 
connected 


—e 7 Men ith local press > preter 
Wg stamped envelope for 
wide-awake hustlers need 
apply. askocla —— *, INDUSTRIAL 
918 FSt., Washington, 
ING iy CITORS, 
ap aS ears ar Ma. 


p for sam; 
& CA 


os ADVERTISERS ABD AND pone acuanaee 

WRITERS—Would it not be of some value 

to you to have some com — outside of 

our own iti your ads be- 

 y they are inserted 9 Some one who could 
it himself into ti of 

neor of olvatinnin 








writer ; have written ve 


A no reason to Me ~F that 
even ly good. it I think 1 know a good 


ad w! ~ Dig ah Tt pt know a 
rad when I see i =e had over — 


n (17) years’ experience 

ost alt Linds, in th Office 0 ofa fa eekly of of (world. 
= reputation, wi with th 
itsclass, As this isa Tae (refer 
= work done for others, but I “shall be giad to 

riticise one ad free f “ 

dtter the first ad | shall, o; 
small fi 


will 1 
less you think that you have rome full vi value 
nag it. If ie are seserented te ants echoes ygend 
ic 


our or write r further 
Ww KOHN, 2115 W. Norris St, elphia, Pa. 





SPECIA LY WRITING. 


~~ - editora rest. Heneedsit. M: 


“ed. 
By, Seles ps the locals. G.T. HAM 


OND, 
Newport, 


NOVELTIES. 
A*temre rates invariable in ST. NICH- 


ADVERTISING 


Gavia machines will boo — 


ho on = iculars an 
co., abash Ave., mincsend ps, Fh 


Cgc a kinds, from from bang: wn je alarm to 
the stately “ Gran: Special designs 
made to order. H. D. PHELPS, Ansonia, Conn. 
Pino saver, the latest copy! ey ay advertising 
a, -* Exclusive right —_—> a {3 & 


Samples, 
Pra. ‘0. Columbus, oni 


ur circulation 
FA vOuEES 


pe 3 viting announcements 
of Ravertoine Novelties slilely to benefit 
reader as well as advertiser, 4 lines will in- 
serted under this head _— "tor one dollar. 


_DEWSPAPER 1 INSURANCE. 


[3 and future business by using 
8T. mt HOLAS. 


ILLUSTRATORS AND ILLUSTRATIONS. 
St NICHOLAS. 


F° R magazine illustrations, H. SENIOR & CO., 
10 Spruce 8t., 

OLID TYPE mike RGOOE GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


Gout TYPE talks in GOOD HOUSEKEEPING 
Illustrated ads show excellent. 


D®Awines and ores | 


for advertising and 
East Andover, N. H 





man thorou hiy 
work, bookkeeping and ad- 
ht years’ practical experience = 
wapaper r Ba to recommend him 
Keres RKWARD, care Times, 


—_——— +o _____ 
BILLPOSTING AND DISTRIBUTING. 


RB, Bs 2QHNSTON, advertising qiistributor. 
¢ 1681 Franklin Ave., St. Louis, M 





PRINTERS’ INK. 


SUPPLIES. 


V AN BIBBER’S 
Printers’ Rollers. 


INC for 
Water 8t., New York. York. 


A DVERTISING OG ee business when nothb- 
ing else will ST. NICHOLAS. 


ce er oo SLAT” cases, * cases, wood and bor- 
Le ai will 
HEBER WELLS. William 8t., New York. 
T ==> “ee is printed with ink manufact- 
the W. D. WILSON PRINTING INK 
co., Dea, ti Spruce 8t., New York. Special prices 
to buyers. 


( ban dd 


iS per scarcely 
cit it from. = air teed G. P. V. 


E, Maso te Benes 

parE DEALERS— M. Plummer & } 45 
de N. Y., sell every kind o: 

i y printers and publishers at lowest ‘ile. 

i Pall be coaaene of Printers’ Ink. 

1 HS 

Dead 


fan See ss 


BOOKS. 
DE SIGNALS, a manual of 
ints for general advertisers. 
mail, 50 cents. Address PRINTERS’ 
Spruce St., New York. 


ee a 
4. criticism. An 80- 
poner Lind setti Red le ge 
“om repo: of aw: com: 
petitio letters pF KM 4 Better 
leas” book. B: 
PRINTER 


BRUCE & COOK, 1” 





paper, PS ae 3 ae tin, $28 $2 00; note 


ec, in lots not less 
ALBERT B. KING, 





ractical 
ice, by 
INK, 10 


iti, 





petition, am 
9 Idi mail. 25 cents. Ad- 


than “ 
dress INLAND -, 212-214 Monroe St., 
shicago. 


FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 


$1 





BUYS 4 lines. 50,000 copies 
WOMAN’s WORK, Se " 
and %. A. B. 
30,000 bébars DODGE, Mane! Banchester, N. H. 
res or half interest in a well-established even- 
rie a ng paper. _° Lad of — people. Address 


be SALE Pa ndent Lonny week- 
79 if 1,000 Paying inepeger it section 
of Illinois. C., A. MURDOCH, , Sd aw I. 


HS DSOME illustrations and initials for mag- 
= vee and general — - 


Pan N IELUSTRAT GO Newark, NJ" J. 


de ty cont ee ass R. jh. Txil 
ion press, . cu a 
Mote | cost $300. sell for 156 


x List “of items By. my application. 
Address M. M'Cor Box 1592, Philadelp Pa. 


M™ os SALE OF SECOND-HAND 
PRESSES. 


~ During the “hard times” we will sell re- 
built prensa prices that will be ar for us 
bat , eae for you. Write for “ es tim ioe ” 
e will answer promptly. THE BA 
P re x r i NG PRESS Mra. %i10 a Biden 
New York City and New Condon, Co 


De NEWSPAPER FOR oste-tie « only 
mo ina A 


proven. 


ng busin 
Exclusive Ce ae 
particulars address “ B. D. H.,” Printers 


M SUMMER. SALE OF poco ol 
4 PRESSES. 


9-10 Le Biden 9 
New York City and New London, Conn. 
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Feccratie SALE ~41,700 cash b 


rij can be 
in and county ~~ 
t ae. ae for want of time, 
have not been able do. Same is true about 
= work. Must sel is 
ded_ by other interests. 
* fake ” offer ; please do not so consider 
oe. haven’t the money to topey down, don't write 
RNAL, Sheboygan, W. 





otctdipitinelishntyiitianiiiassitiaane 
STREET CAR ADVERTISING. 
) Caos figures are never beaten. 


A. J. JOHNSON, 261 Broadway, New York City. 


W RITE TO FERREE, Fi First National Bank 
Bidg., Hoboken, N. J. 
Fo street car advertising in New Besienés ag 
dress M. WINEBURGH, Times Bl mat 


‘OR Street Car Advert 
GEO. W. LEWISCO., Girard Bldg., F Pita, Pa. 


R= 2s inducements for adv advertising on the ele- 
ee New York, Brookiyn and 


street cars eve 


sketches free. COHN BROS. Temple Cour 8 ve 
annnhibelisiligigsidae 


PREMIUMS. 
q Part users, write to KUHN & CO., Mo- 
O's ie best premiums. MOME 
BOOK. COMPANY, Wo 142 Worth St., NewYork. 


Serta | machines half p pe ice to publishers. 
free. AM. . MACHIN cago, Lil 


ee NicHor YLAS celebrates hi -e onneaee -first birth- 
‘ully that the first edition of 
the f - i number | is all sol 


Roos Home Repairing 0: utfit, Best pre- 
mium ever offered in ~ x for adver- 
tising. ROOT BROTHERS, Medina, O. 
PREMIUMS—Sowing machines are the best. 

Will increase your circulation. oo 
MFG. CO., 342 Wabash Ave., Chicago, 


TO LET. 
ADVERTISING space in ST. NICHOLAS. 





oop HOUSEKEEPING. Space. 
. P. HUBBARD, Megr., 38 Times Bldg., N.Y. 

B' HOUSEKEEPING. Space. 
H. P. HUBBARD, Mgr., 38 Times Bidg., N.Y. 
’ " og oa office in bu in well lighted: stea No 10 di em 9 


electric 1 light: about 25210, Can be subd: 
ded into several offices. Rent, $50 re we 3 


For a partoainss address 
ROWELL & 





MISCELLA NEOUS. 
S* NICHOLAS. 


U™= the Persian Corn Cure. 
Go HOUSEKEEPING. Excellent. 
Goop HOUSEKEEPING. Excellent. 


7 AN BIBBER'S 
Printers’ Rollers. 
Tt"; SOUTHERN MAGAZINE reaches all the 
intelligent and i wealthy South. 
ee cabinet photograph a: and 35c. and receive 
niature photos. G. FAIRFIELD, Wind 
Gap t Pa 
P'ERRIFF"s 'S perfect washing machine will boom 
your circulation Write for particulars and 
ices. PORTLAND MFG. CO., Portland, Mich. 
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ADVERTISING MEDIA. 


pERSLAD Corn Cure Samples free. Send ad- 
dress to M. COHN, 332 P bist St., N.Y. 


ag 8 GUIDE. Mailed on recei) pt ot 
STANLEY DAY, DAY, New Market, 


ae DEALER’S MAGAZINE. Send 
for adv. rates and copy. 78 Reade St., N. Y. 


covEe the pate of Indiana. 13 leading dai- 
FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 


“par, ore ‘AND JE¥ JEWELER, 9% Maiden 
Tane. nee good medium for 


careful ple 
7 leis ertising in PRINTERS’ INK 
‘amount 24 $10 ise entitled to receive 
the A.A. for one year. 


Denon Nerare ae CY EGY 


A DVERTISERS — ayy = cents per line ; cireu- 
eon oa rs um onearth. CRIPE’S 
RCIAL REPORTER, Marion, Ind. 


‘a "INDEPENDENT _Owi Own your own news- 
:. Send for estimates to PICTORIAL 
ES Co., 18 & 20 Rose St.. New York City. 


RADY Pui PRINTS—All sizes ; —s low ow prices; vertea 
PRINTING CC CO. ANY, 15 1b Vandewater St., N. Y. 


Te METROPOLITAN 1 AND RURAL HOME, 
cultural and family journal, 4 
sues over "500, monthly. 1 It pays advertisers 


4 Nes 7 HEARTHSTONE. 285 285 Broadway, N. y. 

advance circulation of any 
similar mont in the United States. Send for 
rates and sample copy. 


;Ts SOUTHERN MAGAZIN f theouth fal the 
high-class reading public of th ath Bee 

and the South is to da: tter able to 

any other section. Advertise there ay 


Taex S no easier, surer way of reaching 5,000 

mail dag mg and habitual yy senders than 
ning. & Ge with us at 5c. a line. Try it. 
ICAN HOME JOURNAL, Easton, Pa. 


A DVERTISING in newspapers of “known cir- 
4 culation ” means “ BUSINESS ” For partic- 
ulars . A. FRANK RICHARDSON, ‘Tribune 
Bldg., N. Chamber of Commerce, Chicago. 


é YS paper is a hustler for orders.”—J. J. 

is refers to PARK’S FLORAL MaG- 

AZINE. The publisher guarantees 125,000 circula- 

tion each month. ioe oe 517 — 
Court, New York City. C. E. 


preateaniry PAPERS—1 am me agent for 
all the ao ge and leading pare pers of the * 
orders. One yo one time, in 
is-of the best pa rs, will cost $ Rates fur- 
on pee of Pd Royal A 
nay w., Knights of Py of Pythias and ailoth. 
ery thi clase, Sen Send rate card. GEO. 
8. KRANTZ, Special Agent, noe We iat Mth St., N. ¥. 


—__ ++ —____ 
ADVERTISEMENT CONSTRUCTORS. 
St NICHOLAS. 


6é B I -¥ BULLETS,” 1 Eb booklet, isyours 


or 2c. JED SCAR 
DS that are read. CHAS. A. WOOLFOLK, 446 
West Main St., Louisville, Ky. 
U? TO-DATE ads. They'll please ae DU- 
PORT, N. Elm St., Westfield, Mass. 
) E have turned out more ads and better ones 
than any other house in the business. WM. 
JOHNSTON, Manager Ink Press, 10 
Spruce St., New York. 
ee ok of Ideas for Ads Advertisers.” 50 illus- 
le. 


inters’ 


MALLETT, palisher 


j= UE ads, —- a asa atin 

y uulars an - fer business as 

~ paregran s for car ‘ective 

canetaity y proces iy booklet 

t. Miakt M4. outline 

+ fon and let me furnish figures, 
, Box 63, Station W, Brooklyn. 


PRINTERS’ INK. 


LLUSTRATED ys a . Send stamp 
I for samples. w. fw. BRETT, 1 Bway, NY. 
et CAR ADVERTISERS— 

cards the most 
in the car Igetu rf 
m than 


> 


1 Ys, wie 2 oF meee ein 
supply an outline cut for each for $20. 

jes o1 to the ae and [ re- 
Fat eg Send par- 


HA 
nderbilt Bidg., New York. 


SSDES wri ade cat- 
B tng os ~ 
good Ww 


angio ad $20 sat 6 
; or or 6. 

_ I — to e 
AUSTIN 





at these 
S, Vanderbilt Bidg., N.Y. 


URING the last three 
great man 


seceies of f $5 
these ads and remodel them to 
lar b If you are not 
get them 1 will return your mone 
graph, if yousay so. This = ap) 
ja he grees poem og 


order sent at the —_ ment 433 and I 
have 4 ItI won't 
do the work or don’t e. itr return the 
money. CHARLES A seein Vanderbilt 
Bidg., N.Y. “ Ade thaat ool 
o> 
ELECTROTYPES. 


Arne, you have received prices from every 
one else write me, telling just what you de- 
and see how much money a save you. 

td aera. 15 Beekman St., N. Y. 


GX |Our pa tent, nt metal = Ea Sts se 


is the best on the 
superior work. WM. 
1 BARNUM & CO. New ow irene Conn. 
AY $1.50 and 


our best half-tone portent. 
All kinds 0’ 


cuts *, aioe as 
te us your wants G3 eHOTO ES. 
GRAVING CO., 185 Madison St, Chk 
T HE best ad can be spoiled b: 
Ba oe _ sO =A 
STON P: Printers” Atak Prose c Press, 10 10 Siqrue 8t., N a 
7OU may write es A own ads, but one thing 


ou can’t make your « = ents. 
Think of us: 1.50 for best half-tone Hor 
pote 


like = and work the best. CHICAGO 
ENGRAVING CO., 185 Madison St., 
Cuaurers is preferred by advertisers be- 
cause it is 10 per cent c than other 
metal base cuts; it is so it for mailing 
the cost . 


Baltimore, Md., U. 





PRINTERS’ 


ADVERTISING AGENCIES. 
AM indorse ST. NICHOLAS. 


A GENCIES know GOOD HOUSEKEEPING. 
A GENCIES know GOOD HOUSEKEEPING. 


G is $ KRANTZ, apecial odvertiaing agent for 
APLERTIENG. ort, Sr Sanety, PF 


‘HAS. K.HAMMITT, Advertising 
/ N.Y., willserve you effecti dreriang 1 Broadway, 


1 00 Fy Or "ADV. AGENCY. Ch ereland,O oO. 


| ¥ you wish to advertise ¢ any ing 
oe time, write to the GEO. c 
ADVERTISING CO., 10 , 10 Spruce St., ros York. 
CKS’ N 
H! wrpnes Af cies iE Ty 


/\HARLES H. yoiiens | S NEWSPAPER ADV. 
\- AGENCY, 112-114 Dearborn St., Chi >, A, 
Temple Quart, How York. Netablished Es- 
timates furnished. 


zi HE INTERSTATE ADVERTISING AGENCY, 
Kansas City, Mo., offers rtise’ 
a good service on reasonable 
p publications. We prove — ‘eas If you wish 
to enter this field, write to 


r, 
ew York. 


i oeeeeneeneiei eae 
ADDRESSES AND ADDRESSING. 
ST. NICHOLAS. 


ey A for reliable list of list of dealers in any line 

South American countries. 
ASSOCIATED TRADE & INDUSTRIAL PRESS, 
Washington, D. C. 


pz — who have facilities for bringing 06 
ttisers and consumers a contact rough 
liste ‘of names and 
in 4 lines, under this head ‘ones for one dollar. 
Cash with order. 
I ETTERS bought, sold or rented. Valuable 
4 lines of fresh letters always in stock for 
rental. Write for lists and prices. Medical let 
ters a specialty. A. LE GWELL & CO., 112 
ae St., cago, Ill. 


000 NAMES for 50 cents Directory 

5, ee, County, Miseury, mn, ivi 

the name, occupation and post-offi 

ov’ rer 6,000 resident taxpa ers. Hy! ited and 

nee un cen ress Mgr. 
POBLICAN. ‘Bethany, Mo 


NEWSPAPERS 
ano PERIODICALS. 


Advertisements under head, two lines or more 
“a a pat: 25 — aline. With dis- 
kfaced type the price is 
car j cents aline. Must be handed 
in one week in ican 


CALIFORNIA. 


| OS ANGELES TIMES leads a Southern Cali- 
4 fornia. Sworn cir 14,000 daily. 

















INK, 
THE TWO HERALDS. 
WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 
Detey poe nook and corner in the Nu State is 
cove’ b; 
into Hartford, New Haven, Meriden, 
Danbury t and Anso! 


nia. 
bi cir 80,0900. 150,000 Read 
THE HARTFORD TIMES. 
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WIE O. Burr, Publisher. 
Rorvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 
Perry LUKENS, Jr., New York Representative, 
73 Tribune Building. 


DISTRICT OF COLUMBIA. 


LERT advertisers advertise in a hy FIELD'S 
WASHINGTON, Washington, 


GEORGIA. 
yi Lele 5 py Se Smithville, Ga. Official 
f Lee County All home print. 


INDIANA. 
The Big Weekly of the West. 


The AN TRIBUNE, of Indiana aoe, Ind., 
is the oy w E EK. Y published in (Indiana. 


KENTUCKY. 
TOCK PARM’S circulation is as universal as 
the interest it represents. 


. TX -WEEKLY DANVILLE ADVOCATE covers 
the “‘ Blue Grass.”” Annual rates, 10c. an inch. 


5 ipgr SOUTHERN MAGAZINE shows the great- 
increase in circulation of all monthlies 
that have not cut prices. 


MAINE. 
BANGOR COMMERCIAL. 
J. P. Bass & Co., Publishers, Bangor, Me. 



































Daily average, nearly 5,000 copies. 
Weekly average, over 16,000 copies. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


MASSACHUSETTS. 











CONNECTICUT. 


i HE DAY has three times the country circula- 
tion of any New London, Conn., paper. 








TES; Hat, 


THE DAILY UNION. 
BRIDG! 


EPORT, COXN 
EIGHT PAGES. 
Circulation, 7,200. 
Best advertisers use it—they know its value. 
N. Y. Office, 620 Vanderbilt Building. 

O. L. Moses, Manager. 





MORNING. ONE CENT. 


DAILY GLOBE,  iveav 


EVERY 
FALL RIVER. EVENING 


. Circulation, 6,500 Copies Daily. 


LARGER THAN THE COMBINED ISSUE 
OF ANY OTHER TWO LOCAL PAPERS. 


Best Advertising Medium in Fall River. 
Advertising Rates furnished upon application. 


W. F. KENNEDY, Managing Editor. 
WM. H. HANSCOM, Business Manager. 


. 
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wi , 6t., j 50 
40) omy Re cts,; $1.50 for1 2 


N ‘EW BEDFORD (Mlass.) JounNaL. Daily aver- 
Sa. Remem! ~~ ~ 4A placing 











MICHIGAN. 


G RAND RAPIDS DEMOCRAT, the ‘iawedal 
3 perin Michigan, —_— Detrott. 13,000 5 


40,000 sense F 


— 
“ONCE A ) eu poo DETROIT, MICH. 


MINNESOTA. 


N INNEAPOLIS TIDENDE has the argent cir- 
pa ne of any Norwegian- paper 


The Housekeeper, itis!” 
Application. PayS Advertisers. 


ULUTH. 
Population to-day, 75,000. 
The most prosperous city city in the country. 


THE NEWS TR TRIBUNE 
IS ITS ONLY MORNING NEWSPAPER. 
Ld eee every day in the year. It is the 
largest 


leading and circulated news; r at the 
head of the lakes. _ 


Perry LUKENS, JR., Eastern Representative. 
73 Tribune Building, N. Y. City. 























MISSOURI. 


H=2 DES GLAUBE NS, St. Louis, Mo. Est. 
33,000. Brings results. 








4 Wer HOME CIRCLE, St. Louis, He, u4 the best 
advertising medium in the 75,000 
Copies enc a emens 50c. per agate by Kstab- 





NEBRASKA. 


advertisers! The Red Cloud Cnter, Red 

Cloud, Neb., is all oune print, and has a 
circulation of 1,300. for terms. Address 
THE CHIEF, Red Cloud, "Neb, 





PRINTERS’ 
T= TROY PRESS. H. O’R. Tucker. Astrictly 
high-grade family daily. 
vertising service the best. New York office, 
11 Tribune Building. 


INK, 


Eight pages. Ad- 





M. LUPTON’S popular pertedioals, THE PEO 
* PLE’s Home JOURNAL and THE ILLUSTRATED 





A COMPARISON—_—= 


pastes 1898 the New York EVENING 
POST contained 2% per cent more cash 
advertising than any other evening 
torts in New York, a visible concession 

1.2 eel value as an advertising 











ADVERTISING IN 


TEXAS SIFTINGS 


oe PAYS 














FIVE DOLLARS 1S OFFERED FOR 

THE BEST AN- 

SWER TO THE QUESTION ‘‘WHY DO You 

SUPPOSE THE SILVER CROSS !S CAR- 

RVING FIVE TIMES AS MUCH ADVER- 

TISING AS IT DID SIX MONTHS AGO?" 
Address 158 W. 234 St., N.V. City. 





REDUCED To 1O0c. 


GODEYS 


BIG INCREASE OF CIRCULATION. 
Present Rates, 7c. per line. 
Send for rate card giving discounts. 
THE GODEY COMPANY, NEW YORK. 








NEVADA. 


HE WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 





NEW JERSEY. ‘a 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - {5,500. 
Advertisers find (T PAYS! 





WORLD 


THE THE OLDEST, LARGEST AND 


MOST INFLUENTIAL 


PAPER OF THE CLASS PUBLISHED. 


Being on the right side of the 
fence, politically, 
its circulation will be larger 
this year than ever. 


at all matters relating to advertising, please 


ress 
D. W. VAN DEREN, Advertising Manager. 
17 Barclay Street, New York. 








NEW YORK. 





“T_ NIGHOLAS. 
Ss 





"BREE trial lines — = in Watertown (N. Y.) 


HERALD—3v,000 





“OR any good business it will 
I CHRI TEA ADVOCATE, New Yor 


to use THE 
City. 





Reo accords THE LE Roy GAZETTE | 
Av weekly eens in eee Co., N. 


\] EWBURGH, N, Y. 


25,000. The leadin ng 
iN newspaper,daily 7m pel “weekly JIC REAL 


[TRE LADIES’ WORLD has had a paid a 


Joao ey, to June, inclusive of 
© sample copies, but 


363, ies per 

all pk a ~A, ~ for in edvance. ‘aI 
will be still larger for last nalf of '4. Send 

a copy and an estimate. 8. H. MOORE & Co. 
New York. 


INFLUENTIAL NEWSPAPERS ARE 


THOROUGHLY READ. 


THIS MAKES THEM THE BEST 
ADVERTISING MEDIUMS. 


Such Newspapers are the 


Daily Press & Knickerbocke! 


SUNDAY PRESS. 
Press-Room Open to Inspection of Advertisers. 


BEST EQUIPPED NEWSPAPER PLANT 
IN ALBANY, 








PRINTERS’ INK. 


The great reading public judge 


an advertiser largely by the 


papers in which he appears. 


“LIFE” gives the prestige 
to be desired. 


OHIO. 








th 
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VIRGINIA. 


IRGIN1A-—-In its issue of August 22d PRINTERS’ 
INK will publish an article on the subject : 
“ What papers shall an advertiser use to reach 
the people of Virginia!” Contributions are in- 
vited from persons who deem themselves com- 
petent to prepare such an article. If use is made 
of any article sent in, in response to this invita- 
tion, due credit will be given, and our corre- 
spondent will be entitled to a year’s subscription 
by be hia Ink in payment for service ren- 
le 


WASHINGTON. 


S EATTLE TELKGRAPH 














\ USKINGUM FARMER forS Onio. 
A $5 an inch this year. Zanesville, ‘Ohio. 


MORNING TIMES and EVENING 
8 give advertisers satisfactory results. 


\ OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 

weekly. Leading | newspaper in’Eastern ¢ Ohio, 

PHe TOLEDO EVENING NEWS leads its com- 
petitors in local circulation—10,000 daily. 


oka AMERICAN FARMER AND FARM NEWS 
will not, under any circumstances, accept 
of any “fake” adsat any price. The AMERICAN 
FARMER AND FARM NEWS guarantees the reliabil- 
ity of every advertiser to its readers. The AMER- 
1CAN FARMER AND FARM NEws gives better re- 
turns to advertisers for the money than any oth- 
er paper of its class published anywhere in the 
worl The AMERICAN FARMER AND FARM NEWS 
ad rate is only about I cent for1 inch in every 200 
copies, going to bona fide subscribers during the 
year fhe AMERICAN FARMER AND FARM NEwS is 
the result “of the purchase and consolidation of 
six farm papers, every one of which was a leader 
in its sphere. The w george! vivew go AND FARM 
NEws is a practical paper ited by practical 
men for practical people The AMRRIC AN FARMER 
AND FARM NEWS wants your business if you are 
square. Butif you are not square it would not 
take it at any price. GEO. 8. BECK, Eastern 
Manager, 193 World Bldg., New York City. 


PENNSYLVANIA. 


QCR ANTON (Pa.) REPUBLICAN has the largest 
— circulation of any Scranton paper. 


[) SSIRA4BLE READERS and a good circula- 
tion are what oe receive in the 
CHESTER TIMES. k ll-to«lio, intelligent 
people read the TIMES with | their supper every 
day. ALLACE & SPROUL, Chester, Pa. 


DA .Y INTELLIGENCER—est. 1886. 

WEEKLY INTELLIGENCER—est. 1804. 

ylestown, Pennsylvania. 

Have always been exclusively home print pa- 
pers, with larger circulation than any competi- 
tors. a mediums for advertising in Bucks 
County. 


DA ‘ON 

















RHODE ISLAND. 


‘HE NEWS, Providence, R IL. every evening, 
ONE CENT. 10,000 circulation. 


.EWPORT DAILY NEWS, So ey By nown 
ion copies 


circulation.” Average 
VERMONT. 


’ ERMONT—In its issue of August 22d PRINTERS’ 

“ INK will publish an article on the subject : 

What papers shall an advertiser use to reach 
ine xeople of Vermont!” Contributions are in- 
vited from persons who deem themselves com 
petent to prepare such an article If use is made 
of any article sent in, in response to this invita- 
tion, due credit will be given, and our corre- 
spondent will be entitled to a year’s subscription 
© ~* eae INK in payment for service ren- 
aere 


SO. & CEN. AMERICA. 


PANAMA STAR & HERALD 
reaches foreign buyers. 


ANDREAS & CO., 52 Broad St 














P 


, N.Y. 


SE ATTLE TELEGRAPH, the leading 
Democratic daily north of San Francis*o. 


V TASHINGTON—In its issue of August 29th 
INTERS’ In + deco publish an article on 
the subject : pers shall an advertiser 
use to reach the bared ie of Washington!” Con- 
tributions are invited from persons who deem 
themselves competent to prepare such an arti- 
cle. If use is made of any article sent in, in re- 
sponse to this invitation, due _ credit will be 
given, and our correspondent will be entitled to 
a year’s subscription to PRINTERS’ INK in pay- 
ment for service render 


WEST VIRGINIA. 


Wt: VIRGINIA its issue of August 29th 

PRINTERS’ INK will publish an article on 
the subject: ‘** What papers shall an advertiser 
use to reach the people of West Virginia ?’’ Con 
tributions are invited from persons who deem 
themselves competent to prepare such an arti 
cle. If use is made of any article sent in, in re 
sponse to this invitation, due credit will be 
given, and our correspondent will be entitled to 
a year’s subscription to PRINTERS’ INK inv pay- 
ment for service rendered. 








LL leading advertisers stay w ith the weekly 
EXCELSIOR, Milwaukee, 
I ACINE EVENING TIMES, ae ine, Wis. Cire’n 
under oath exc’ds 2,400 paid copies each issue 
\ TISCONSIN AGRICULTURIST, Racine, Wis. 
Largest circulation of any English paper 
in Wisconsin 
W ISCONSIN —In its issue of ~ September - bth 
PRINTERS’ INK will ae an article on 
the subject: “‘ What pepers shall an advertiser 
use to reacb the voor ie of Wisconsin!” Contri 
butions are invited from persons who deem 
themselves competent to prepare such an ayti- 
cle. If use is made of any article sent in, in| re- 
sponse to this invitation, due credit will) be 
given, and our correspondent will be entitled to 
a year’s subscription to PRINTERS’ INK in pay- 
ment for service rendered. 


WYOMING. 


\ a its issue of September 

aga InK will publish an article 
the me. What papers shall an adv: ertioer 
use to reach the people of Wyoming!” Contri- 
butions are invited from persons who deem 
themselves competent to prepare such an arti 
cle. If use is made of any article sent in, in re- 
sponse to this invitation, due credit will be 
given, and our correspondent will be entitled 
to a year’s subscription to PRINTERS’ INK in pay- 
ment for service rende 


CANADA. 


I OMINION OF CANADA—In its issue of Sep- 

tember 12th PRINTERS’ _ will publish an 
article on the subject: “ What pers shell an 
advertiser use to reach the people of the Domin- 
ion of Canada?” Contributions are invited 
from persons who deem themselves competent 
to prepare such an article. If use is made of any 
article sent in, in response t» this invitation, due 
credit will be given, and our correspondent will 
be entitled to a year’s subscription to PRINTERS’ 
INK in payment for service rendered. 














- ~ 
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NEWSPAPER CIRCULATIONS AND 
THE NEWSPAPER DIRECTORY. 


The circulation of a newspaper is as 
important to its successful existence as 
the circulation of the blood is to the 
human system. This is why journals 
that can prove the circulation they 
claim are always ready to do so, and 
this is why journals without circulation 
are so willing to deceive the business 
public into the belief that they have 
something which they have not.— 
Scranton (Pa.) Truth. 


The Wilkes-Barre, Pa., Record, 

speaking of the common practice on 
the part of newspaper publishers of 
withholding information on the sub- 
ject of circulation, says: 
_ Every publisher has the right to refuse such 
information as he sees fit, and there are many 
who exercise this right. In that event we do 
not consider it good business policy for the 
Rowells to print estimates that may be incor- 
rect, and on that account entirely valueless, 
The proper thing to do in such cases would 
be to simply say that the circulation was 
asked and not given. ‘his would prevent in- 
justice. 

It would also prevent the publica- 
tion of circulation ratings, for out of 
20,169 papers only 3,173 furnished 
signed statements for the last issue of 
the Directory, and in no other year 
out of the twenty-six that have passed 
since the Directory was established has 
so large a number been obtainable. 
Four dailies are issued in Wilkes- 
Barre and four more in Scranton. All 
of these were twice communicated 
with on the subject while the last re- 
vision of the Directory was in prog- 
ress. Four of the eight made no reply 
whatever. Two (one of them being 
Truth) made statements that were not 
sufficiently definite to admit of charg- 
ing the makers with prevarication, 
even if the statement should be shown 
to be deceptive. Two others, the 
Record of Wilkes-Barre and the Re- 
publican of Scranton, made definite 
statements, and the publishers of the 
Directory will pay $100 to the first 
person who will prove that either of 
them is untrue. 


Geo. P. Rowell & Co. hold the 
same position in the newspaper world 
as R.G. Dun & Co. do in the world of 
general business, and they are looked 
upon as the standard authority in the 
matter of circulation * * * *. The 


circulation of a newspaper is the most 
important factor of whatever financial 
success it enjoys.— York (Pa.) Gazette. 


PRINTERS’ INK. 


Mr. W. Bent Wilson of the Lafayette 
(Ind.) Journal, speaking before the 
National Editorial Convention at its 
last annual meeting, said : 


I am asked to speak on the subject of news- 
paper directories. I wish to state in the be- 
ginning that I consider the talent engaged in 
publishing directories fully equal to that of 
the —. of our best newspapers, and 
surely no higher compliment than this can be 
paidthem. * bd * 

Turning to the value of a directory to an 
advertiser seeking information, while admit- 
ting that for want of something better it is of 
use to him in making estimates, it falls short 
of being reliably accurate. Here is where the 
newspaper publisher will have to bear the 
blame, for, it said to their credit, the di- 
rectory publishers try to give accurate infor- 
mation. ® * e 

Though I am under no obligations to the 
publishers of the American Newspaper Di- 
rectory, I*must say that their painstaking 
method of ascertaining the correct circulation 
of papers, as is outlined in Printers’ INK, is 
commendable, and should at least warrant 
them the protection asked for the proverbial 
frontier band, as ‘“‘they are doing the best 
they can.” Their guarantee, under a $100 
forfeit, that ratings are correct, where an 
itemized statement of papers-published fora 
whole year is given, should have its weight, 
as it would seem few would risk publicity in 
case they were likely to be exposed for mak- 
ing a wrong statement, * a * 

The laws of New York and Pennsylvania 
making it criminal to misrepresent a circula- 
tion, if passed and rigidly enforced in all the 
States, would have a wholesome effect in cor- 
recting the evil in question. Taking adver- 
tisements for cash only is undoubtedly the 
correct method of eliminating from directories 
the low class of papers and giving character 
to the advertisements they do receive. 


Geo. P. Rowell & Co, are to the newspaper 
fraternity what Bradstreet’s and Dun’s are 
to the mercantile and capitalist interests, the 
only difference being that the Rowells quote 
circulation, while Bradstreet and Dun quote 
financial standings. Rowell & Co. claim to 
be willing to pay $100 for each case where 
they quote a higher figure fora aos can 
be gee to be the actual circulation.—Potts- 
ville (Pa.) Daily Republican. 


PRINTERS’ INK Year Book will be 
issued in November, and will contain 
a complete list, according to the last 
issue of the American Newspaper Di- 
rectory, of all newspapers credited with 
having an average output of one thou- 
sand issues or more. The catalogues 
will be alphabetically arranged by 
States, in the order of the circulation 
ratings accorded—largest circulations 
being named first—and under a similar 
arrangement all class papers will be 
recapitulated. It will be a book of 
about 600 pages, including advertise- 
ments, and the price by mail will be 
one dollar, Every subscriber to 
PRINTERS’ INK will be entitled to a 
copy of the Year Book. 





PRINTERS’ INK. 


From the Decorah Posten, Decorah, Iowa. 
Issue of June 5th, 1894. 


THE ENGLISH OF IT. 


The American Newspaper Direo 
tory, ubdgivet i 10 Spruce St., New 
Port City, har oprettet en“ Wfdeling i 
fin "94 Ubdgave, fom vil anbejale fig 
felo til baabe Averterende og Udgivere, 
Ue Advertising Directories, Haanb- 
0g Warbsger, falger Spalterum til en 
Pris, fom, Hvid det antoged af Udgive- 
ten ved Salget af Hans Spalterum, 
vilde bringe ham en Masfe Penge, men 
det af Directories faalebdes folgte Spal- 
terum er Hidtil bieven betalt med Aver- 
ti8sfementer af den Udgiver, font tsbte 
Spalterummet i the directory, 

Geo. P. Rowell & Co. falger i deres 
"94 Udgave Spalterum fun for Rontant, 
og fom Felge deraf ex benne Udgave t 
Omfang iffe ftort fisrre end Halvdelen 
af Udgaven for bet foregaaende Yar, 
Uverti3fementfiderne indeholder berimod 
faa meget bedre Oplysning for bem, 
ber feger ben. De ex iffe opfyldt med 
ilbud fra Udgivere, Hvis Spalterum 
iffe har nogen Veerdi, og fom vil felge 
bet for buabdfombelft. De Uverterende, 
fom findes i Denne Ubdgave af the direo- 
tory, er be, fom virfelig har gode Blade, 
og fom bar Raad til at avertere dem. 
Saadanne Bladudgivere fan langt bedre 
betale Rontant end med Spalterum, 
Deres-Spalterum reprefenterer Penge, 
og naar be iffe faae mere for det end en 
Mand, Hvis Spalterum ilfe reprefente- 
rer Penge, fommer de fimpelthen ind 
mellem en Masfe Blade, faa dered Be> 
tydning falber bort og Pengene har de 
intet Udbytte af. 

Vi har aldrig tidligere veret tilfreds 
met Refultatet af at avertere i Ameri- 
can Newspaper Directory eller nogen 
anbden Newspaper Directory, men iaar 
tog vi en halv Gide i American News- 
paper Directory, betalte Rontant for 
den og forventer, at det vil vife fig at 
pare det bedfte Advertising Invest 
ment, vi nogenfinde Har gjort. 


The American Newspaper Directory, 
published at 10 Spruce street, New 
York City, has instituted a departure 
in its '94 edition that will commend it- 
self to both advertisers and publishers. 
All advertising directories, manuals 
and year books sell space at a rate 
which, were it adopted by the publisher 
in selling his space, would make him a 
lot of money, but the space so sold 
by directories has heretofore been 
paid for in advertising space furnished 
by the publisher who bought the space 
in the directory. 

Geo. P. Rowell & Co., in their '94 
edition sell space for cash and cash 
only, and as a result that edition is not 
much more than one-half the size of 
the edition of the preceding year. The 
advertising pages really convey intelli- 
gent information to those who seek for 
it. They are not filled up with the 
flauntings of publishers whose space 
has no value and who will trade it for 
anything. The advertisers appearing 
in this issue of the Directory are those 
who really have good papers and who 
can afford to advertise them. Such 
publishers can much better pay cash 
than space. Their space represents 
money, and when they get no more 
for it than does the man whose space 
does not represent money they are 
simply crowded in with such a lot of 
papers that their identity cannot be de- 
termined and they practically pay coin 
of the realm for that which avails 
them nothing and for which fake pub- 
lishers practically pay nothing. 

We have never been satisfied hereto- 
fore with the investments which were 
the result of buying space in the 
American Newspaper Directory or any 
other newspaper directory, but this 
year we took a half a page in the Amer- 
ican Newspaper Directory, paid cash 
for it, and think that it will prove one 
of the best advertising investments 
that we have ever made. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO. 
Epitors AND PUBLISHERS. 


te Issued every Wednesday. Subscription 
Price: Two Dollars a year. Five Cents a copy ; 
Three Dollarsa hundred. No back numbers 

MS Sag tty r a who desire to eab- 

Y PRINTERS i for the benefit of their 

animes patrons t.. 5 obtain special terms on 
application. 

i= Being printed from plates, it is always 
possible to lenew. new edition of five hundred 
Scapa for $15, or a larger number at three dol- 
lars a hun 

t= Except by special assignment, PRINTERS’ 
INK does not ones contributions from persons 
who expect the return of unused manuscript or 
to be paid for their contributions. 


t@ If any person who has not paid for it is 


poortvne. 2a gag Song it is — soMe one 
ame. is 
stopped at the expiration of the time bald fo Hi For. 


Orrices: No. 10 Spruce STREET. 
CIRCULATION. 


Average for last 13 weeks, - 17,480 copies 





NEW YORK, AUGUST 





15, 1804. 








ADVERTISING presses the button, in 
that it brings people to your store ; the 
merit of the goods must do the rest. 


A DISPLAYED advertisement, in the 
setting of which about a dozen different 
kinds and sizes of type are needed, 
usually makes very hard reading. 


AN advertisement which attracts 
attention without directing the attention 
to the article it is supposed to adver- 
tise is scarcely a good specimen. 


IF people do not read the news- 
papers in the summer months, as some 
advertisers have asserted, how do they 
secure information in regard to the 
base ball score. 


THE railroad edition of the Buffalo 
Courier bears on the left hand corner 
a notice that the price is five cents. 
Copies not sold on the train fetch 
two cents only. 


IT is said that there is no better pur- 
chasing class than the readers of relig- 
ious publications. They are intelligent, 
industrious and generally free from ex- 
travagance or dissipation. 


WHEN a boy or young man leaves 
school or college he should try to con- 
nect himself witha firm which adver- 
tises. The business of such a firm is 
likely to increase and prosper. 


PRINTERS’ INK. 


F. W. KELLOGG, long of the Detroit 
News, now manages the advertising 
department of the Cleveland Press. 


A HOTEL register ought to be an 
excellent medium for advertising dia- 
monds, rings and breast-pins, for no 
advertisement in it can fail to be seen 
by the clerk. 


THAT Texas firm which states in a 
late issue of PRINTERS’ INK that they 
successfully advertise their goods by 
sending up balloons evidently believe in 
using plenty of space. 


IN view of the enormous circulation 
many of the weekly and monthly 
woman’s journals possess, it is almost 
surprising that some enterprising pub- 
lisher does not start a woman’s daily. 


SPEAKING of PRINTERS INK, that ex- 
cellent newspaper called 7ruth, pub- 
lished at Scranton, Penn., asserts: 
Advertisers are largely influenced by it 
—specially addressed to them and 
issued in their interest. 


IF the now very well known Mr. 
Debs knows how to utilize the adver- 
tising the papers have given him 
during the last few weeks, there is no 
reason why he should not become just 
as bloated a capitalist as George M. 
Pullman. 


A GREAT many people send clippings 
and contributions, apparently suppos- 
ing that PRINTERS’ INK is ‘* devoted to 
newspaper interests.” Thisisan error. 
PRINTERS’ INK is a journal for adver- 
tisers and publishes nothing that does 
not appeal directly to them. 


PRINTERS’ INK has lost another child. 
Its step-mother and nurse are accused 
of smothering it with a name. ‘They 
called it King’s Fester. This was so 
funny on the face of it that nothing 
further in that line was ever admitted, 
and it expired from sheer dullness. 


IT is easier to fix anything in the 
minds of the young than the old. Ad- 
vertised articles which have become 
familiar to a boy or girl are not likely 
to be forgotten. This is a sound argu 
ment for advertising in juvenile publi- 
cations. It will be some time before 
the seed comes to fruition, but when 
the harvest time does finally arrive the 
yield must necessarily be a good one. 





PRINTERS’ INK, 


THE New York World, as is well 
known, claims the largest daily circula- 
tion of any daily paper in North Amer- 
ica. Thousands of people in every 
part of the world suppose the New 
York Herald to be the most widely 
read of American dailies. ‘The World, 
however, neglects or declines to place 
on file with the American Newspaper 
Directory any statement of its actual 
issues, without bunching together the 
two separate papers, the morning and 
evening World. The Herald has 
never furnished the Directory with any 
facts concerning its issue, and few per- 
sons know anything about it beyond 
the standing ‘‘ High Water Mark,” 
210,700, confessedly the highest point 
ever reached—although its Boston 
namesake has over-topped that figure 
by manythousands. The largest guar- 
anteed issue credited to any daily paper 
in the Directory for 1894 is accorded 
to a Chicago paper, the Mews. The 
next largest is accorded to another 
Chicago paper, the Record. Both of 
these journals are under one owner- 
ship, and no other American dailies 
have for so long a time been equally 
frank and open about making known 
the facts concerning daily sales. It is 
not by any means certain that, in ad- 
dition to the World’s Fair and Mr. 
Pullman, Chicago does not possess the 
one newspaper establishment that has 
a larger daily output than any other 
in America. PRINTERS’ INK does not 
assert that this is so, but points out 
the significant circumstance that no 
facts calculated to establish a different 
conclusion appear to be available. 


Ir the newspaper publishers who 
use enormous quantities of space in 
their journals in order to advertise 
various articles they have for sale were 
to charge themselves the same price 
per line as they make their advertising 
patrons pay, they would acquire colos- 
sal fortunes as publishers, which they 
would not fail to lose as advertisers, 

——— 

No wonder the talented young 
actresses continue to lose their costly 
diamonds when it results in their being 
charged in the editorial columns of the 
various newspapers with working an 
advertising scheme. If they were to 
try something new, the matter would 
be duly reported in the news columns, 
but it would receive no editorial men- 
tion, 
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A MAN who is not particularly inter- 
ested in advertising may not be able to 
mention the names of a dozen adver- 
tised articles, nevertheless there is not 
an article advertised in the papers he is 
in the habit of reading which, if you 
mention, will not be familiar to him. 


WHEN an item is interesting no good 
newspaper refrains from using it 
simply because it is of advertising value 
to some citizen. There is no more 
effective method of illustrating the 
benefits to be obtained from publicity, 
and it may result in creating an enthu- 
siastic advertiser. 


SAMUEL P. FosTER, editor of the 
Elmer (N. J.) Zimes, secured $50, of- 
fered by Vick’s Sons of Rochester, N. 
Y., as the third prize in their recent 
advertisement contest. The first prize 
was $125, and as it was decided that 
Mr. Foster’s effort was the best ad 
sent in they still owe him $75. 


WHEN the disgusted and indignant 
newspaper publisher sees in his paper 
a two-column description of the fearful 
sea-serpent, which horrified the corre- 
spondent and several thousand visitors 
at a certain seaside resort, he is half 
inclined to agree with the advertiser 
who declares there is no money in 
summer advertising. 


ADVERTISEMENT writers who are 
able to guide business men in their 
efforts to so shape their appeals as to 
compel the public to absorb them, may 
attract the attention of those who are 
interested in advertising by placing an 
announcement in PRINTERS’ INK, tell- 
ing what they can do. ‘The more at- 
tractive the offer is made the more 
business it will catch. 


328 CuEstTNUT St., PHILADELPHIA. 
August 2, 1894. t 
Editor of Printers’ Ink: 

“Republics are proverbially tngrateful,” 
and pe gee know, by experience, how chary 
is the general public of its praise. With its 
blame, however, "tis quite otherwise, and in 
the ordinary course of business one may justly 
regard the entire absence of censure as im- 
plied commendation. I wish to depart tem- 
porarily from this recognized neutrality, and 
to express to you my hearty satisfaction over 
the results arising from the insertion of my 
advertisement on page 109 of PrinTERs’ INK 
for July 18th. 

I am able to trace directly to this advertise- 
ment commissions which will yield me fully 
ten times (perhaps twenty times) what it cost 
me, and I desire that you shall share in my 
satisfaction. Of course, 1 feel that the pe- 
culiar and, perhaps, unconventional character 
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of this particular advertisement was an im- 
portant factor in the results gained, but I also 
the fact that it was your circulation 
that placed it where it was able to benefit me 
to the extent it has done. 
“ Honor to whom honor is due.” 
Very truly yours, Francis I, MAULE. 


BUSINESS men who want advertise- 
ments written may reach the people 
who write advertisements by simply 
letting their wants be known through 
the advertising columns of PRINTERS’ 
INK. 

Provipence, R. I., August 2, 1894. 

It pays to read the ads in Printers’ Ink. I 
desired to see the Holian Co.’s offer for ac- 
ceptable ads. Sat down and wrote off two, 
“just for luck.’ Forgot all about them. 
Yesterday received a check for both, show- 
ing that it pays readers as well as advertisers 
to keep awake. Ws. A. Austin, 

care The American Screw Co. 


THEarea in square miles of each State 
and Territory, as given in the Amer- 
ican Newspaper Directory, has been 
found at variance with similar statistics 
in Lippincott’s Gazetteer, but identical 
with those published in Rand & Mc- 
Nally’s latest atlas. Correspondence 
has elicited the fact that the editors of 
both these publications obtained their 
figures from the census office. So 
did the Directory! A census bul- 
letin just to hand, in answer to our 
inquiries on this subject, shows, how- 
ever, that the Directory figures give 
the net area, or land surface, while 
the Gazetteer includes also the water 
surface. The Directory will adhere 
to the land area. 

+o" 


TEXAS. 


The short essays on how to advertise in a 
State, now appearing weekly in PRINTERS’ 
Ink, ‘will eventually be published in book 
form. Populations are from the census of 
1890, and all newspaper facts and statistics 
are based upon the American Newspaper Di- 
rectory for 1894. 

Population, 2,235,523. Issues 656 
newspapers—54 daily. Area, 262,290 
square miles. Inhabitants to the 
square mile, 8.42. The cities and 
towns having more than 10,000 in- 
habitants are : 


The following is a ‘a complete list of 
Texas papers accorded over 1,000 cir- 
culation. 
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Circulations to which the asterisk is 
attached may be relied upon abso- 
med 


Houst 


— 


San Antonio.... 
eer _ News. 
Day-Globe 
SEMI-WEEKLIES, 
Gazette.... 
Houston P 


WEEKLIES, 

Tex. Chris’n Adv’e. 
Tex. Farm & Ranch, 
Texas Farmer 
Southern Mercury.. 
Tex. Bap’t & Her’ d. 
..News 

Tex. Bap’t Stand’d. 
Firm Foundation. ., 
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Galveston 


Austin.... 
Houston 
Dallas... ° 
ae Statesman e 
Christian Courier, .. 


Texas.. ° 
Texas Stockman 

and Farmer.. . 
Pioneer Exponent. 
Herald-Echo 


"Enterprise 
exas Vorwaerts.., 
Norton's Union 
Intelligencer.... . 
Texas Live Stock 
and Farm Jour,. 
| RET 


2 ‘ex. Anzeiger.. 
.Sunday — lobe.. 
. Courier. , 


Fort Worth...... 
Sulphur Springs. Vindicator... . 


Day-Globe.... 
Chronicle 


Cleburne. . 
Bellville... 


Inquirer, . 
.-Banner.... 
Round-Up 
--People’s Post... 
+ ree 


Gatesville. . 


Hubbard City.. 


seeeeeee 
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SEMI-MONTHLIES. 


Bonham,........ Baptist Trumpet.... 
Gospel Banner 


MONTHLIES, 


1,400* 


i mene 
Lampasas. .......Missionary Mess’r. . 
San Antonio Gulf mee ney soe 
«Independent Pulpit, 
..Lutherischer Ge- 
meindeboteFuer 


Ee 

The Galveston Mews has been so 
long and favorably known to advertis- 
ers and newspaper men that it is the 
first newspaper to be thought of when 
Texas is mentioned. 

The Dallas News is under the same 
ownership and control, and from its 
better situation has achieved even 
greater success. 

‘The Houston Post and Fort Worth 
Gazette are of more recent origin, but 
have made rapid strides in circulation 
and are entitled to the advertiser’s best 
consideration. 

The foreign born population in 
Texas is about 150,000. The Ger- 
manic nations lead with 60,000, Then 
there are 50,000 from Mexico, 10,000 
from England, 8,000 from Ireland, 
5,000 from Skandinavia, 3,000 from 
France and 700 from China. The 
colored population numbers 488,000. 
The State is largely agricultural, al- 
though its mineral products in 1890 
were valued at $1,955,679. Its coal 
fields cover an area nearly as large as 
the State of Connecticut. 


Waco, Texas, July 24, 1894. 
Editor of Printens’ Ink: 
You invite contributions on the question 
‘* What papers shall an advertiser use toreach 


the people of Texas?” In venturing a reply, 
I will say that I am glad you said “* papers’ 
instead of speaking in the singular number, 
Texas is a little larger than the other States 
in the Union, and to reach the entire people 
of this great empire State it requires a large 
number of Ts. 

The Dallas and Galveston News, published 
simultaneously in the cities of Dallas and 
Galveston by A, H. Belo & Co., will probably 
be a better medium for an advertiser that 
requires a general circulation than all other 
papers in Texas combined. The two cities 
mentioned are 300 miles apart, but the offices 
of the two great dailies being connected by a 
private wire, they are enabled to cover the 
entire State in a “‘ news’’ way and thus pub- 
lish two papers, one of vital importance to 
the people of north Texas, where Dallas is 
situated, and the other to the people of south 
Texas, Galveston being on the Gulf. To se- 
cure a circulation on a parity with the full 
news columns, the two papers are sent out 
from their respective press-rooms at two a. m. 
each day, onl dabveret in neighboring cities 
before the earliest risers have awakened. 
The paper being delivered at a man’s resi- 
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dence he finds it of interest at the morning 
meal, preferring it to the smaller daily pub- 
lished at his home. Even here at Waco, too 
miles from Dallas, the News has a large cir- 
culation and several hundred are sold on the 
streets every day, notwithstanding that three 
daily papers are published here. Such enter- 
prise on the part of the publishers, and the 
popularity of the paper itself, make it a val- 
uable advertising medium. Still there are 
parts of Texas in which this double-ended 
journal would be of no value as a medium for 
the advertiser. I refer to that portion of the 
State which is west of the 21st meridian of lon- 
gitude, and south of the 31st degree of latitude, 
the two lines joining at a point in Lampasas 
county. In a large portion of this district 
there are no railroad facilities. West of San 
Antonio, between that city and El Paso, the 
San Antonio £zfress is the best advertising 
medium, It is the only daily read in that 
section, The paper also circulates to some 
extent on the southwest coast. In southern 
Texas the Houston Post has quite a circula- 
tion, as has also the Gazette, of Fort Worth, 
in no Texas, but the Vews has the advan- 
tage by the syndicate publication. The State 
might be divided in this way: If the adver- 
tiser wishes to reach southern Texas he would 
find either the Galveston News or the Hous- 
ton Post a good medium ; if north Texas the 
Dallas News, which circulates in the entire 
northern portion of the State, and in central, 
eastern and west central Texas, The Fort 
Worth Gazette hasa very good circulation in 
portions of north Texasand the Pan Handle 
country, but is not so generally read asis the 
News. In that portion of Texas contiguous 
to Bexar county, and in the southwest and 
on the border, the San Antonio A.zfress has 
a “‘lead Pipe cinch” on circulation, In this 
city and in McLennan county the Waco daily 
Evening News is the chief paper. It has a 
larger circulation than a Waco daily ever had, 
and also a larger weekly, the publication being 
semi-weekly. 

I give you my impressions after close at- 
tention to such matters for the last seven 
years. I have been in every portion of Texas 
except the extreme northwest and that por- 
tion directly west of Fort Worth. I have al- 
ways noticed that wherever I was the 
two Newses were more popular than any 
Texas paper, excepting of course in the coun- 
try west of San Antonio where it isa physical 
impossibility for the paper to be had sooner 
than twenty-eight hours after publication, 
the distance from the home office being so 
great. 

P, S.—Were I to also touch on the value 
of the weekly papers of Texas as mediums, I 
am afraid my letter would be too long. All 
the dailies mentioned above publish weeklies, 
that of the Dallas-Galveston News being a 
semi-weekly covering the entire State. 

James H. Quar.es, 

City Editor, Waco, Tex., Evening News. 


Editor of Printers’ Inx: 


The following list of papers will reach more 
readers in Texas, more business men, farmers, 
households and mechanics than any equal 
number of publications in Texas, I base my 
estimates on personal experience in Texas as 
an advertiser. Daily Statesman, Austin ; 
Daily News, Galveston ; Datly News, Dallas; 
Christian Courier, weekly, Dallas; Texas 
Baptist Herald, weekly, Dallas; Texas 
Farmer, weekly, Dallas; El Paso Hera/d, 
daily ; Fort Worth Gazette daily; Houston 
Post, daily and scmi-weekly ; San Antonio 
Express, daily; Evening News and Semi- 
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Weekly News, Waco; Artesia, Sunday, 
Waco; Baptist Stanuard, weekly, Waco, 
The Galveston and Dailas News, Fort Worth 
Gazette, Houston /’ost, Waco Evening News, 
Austin Statesman and San Antonio Lxfress 
cover fully the daily field inthe State. 

Tom Jackson, Waco, Texas. 


UTAH. 


‘The short essays on how to advertise in a 
tate, now appearing weekly in ‘Printers’ 
Ink, will eveutual'y be | egg ong in book 
form. Populations are from the census of 
1890, and all newspaper facts and statistics 
are based upon the American Newspaper Di- 
rectory for 1894. 

Population, 207,905. Issues 64 
newspapers—Io daily. Area, 82,190 
square miles. Inhabitants to the 
square mile, 2.43. 

The cities having more than 10,000 
inhabitants are : 

Sale Lake City......... aera 
Ogden.. 

The following is a complete list of 
Utah papers accorded over 1,000 cir- 
culation. 

Circulations to which the asterisk is 
attached may be relied upon absolutely. 

DAILIES, 
Salt Lake City, Salt Lake Tribune.... 
eden Standar 
Salt Lake City..Deseret Eve’g News. 
Salt Lake Herald... 


SEMI-WEEKLIES, 


Salt Lake City. Deseret News.. 
Salt Lake Herald.... 
ae ° 
WEEKLY, 
Salt Lake City. .Salt Lake Tribune... 
SEMI-MONTHL IES, 
Salt Lake ar..gae Instructor... 7,500 
omar’s Exponent... 2,250 
MONTHLIFS, 
Salt Lake City. .Contributor 5,000' 
YoungWoman's Jour. 3,000* 
The leading daily of Utah, the one 
paper having a credited circulation in 
excess of any other daily, weekly or 
monthly, is the Salt Lake 7ridune. 
The Deseret Mews is the Mormon 
organ. The Mormon church in Utah 
numbers 118.201 members. A major- 
ity of the religious sects, however, are 
gaining a good foothold in the territory. 
‘The Mormon population is chiefly oc- 
cupied with agriculture, but much of 
the soil is at present sterile. 
+o 


Woutp-be publishers and editors on the 
watch for a promising location in which to 
start a new publication can obtain knowledge 
regarding such desirable towns in Virginia, 
North Carolina and South Carolina by ad- 
dressing the manager of the Southern News- 
paper Union, Charlotte, N. 


8,285* 
2,250 
2,250 
+ 2,250 


4,000 
4.@00 


BR eccses ccs 1,872* 


2,250 


Many of our cares are but a morbid way of 
looking at our privileges.— Walter Sevtt. 


PRINTERS’ 


INK. 
THE PEOPLE WERE HUMBUGGED. 


According to Mr. Lewis Garrison of 
the Ohio State Journal, the following 
article was published some time ago in 
the Hillsboro (Ohio) Gazette in a 
write-up of the different local firms : 

BYLAND THE CRANK, 


HE DON'T WANT ANY MENTION 
“* GAZETTE,” 


Walking down High street we were startled 
by seeing a tombstone in the pavement in- 
scribed, ** Byland’s Bazaar.” ext we sawa 
broad stairway covered by signs (sides, top 
and bottom) advertising a host of things use- 
fuland ornamenta!. Ascending the stairs we 
brought up against a glass door in which was 
the inscription, ‘By land’s Bazaar.” On 
opening the door we set off an electrical bell, 
which called forth the most cantankerous 
crank it has ever been our misfortune to 
meet. 

This cross eyed cuss came hustling out in- 
quiring: ** What can I do for you?” The 
Gazette man passed out his card and sought 
to engage “his nibs’? in conversation, but he 
soon gave us to understand that it was “‘ treat, 
trade or travel”? with him, and we made 
known our business. Said he: ‘* So you want 
to write me up. See here, I’ve been on 
this spot twelve years selling the best goods 
money will buy for less than the same grades 
can be bought in Cincinnati or New York and 
all of the better class—the w'se and wealthy 
of seven counties—know it and come lere to 
trade.” 

The insufferable conceit of this crank 
prompted him to keep on talking. Said he: 
** We control prices on all kinds of first-class 
goods for aradius of thirty miles, Itis merely 
necessary to mention Byland’s to get what- 
ever you want at your own price from our 
competitors.” 

‘*What,”’ said we, *“‘ you don’t mean to tell 
me that in this dirty litle den, with a cart 
load of goods, you control all these largestores 
with their heavy stocks, years of experience 
and great capital? The assertion is prepos- 
terous.’’ At this somewhat impudent ques- 
tion the old crank smole a good natured smile 
and said: ** Of course such a statement is 
simply incredible and nobody but my com- 
petitors believe it. They know that I can 
and «io buy all kinds of goods so that I can 
retail and make money at the price they would 
hav eto pay wholesale and if the ey let customers 
learn this fact, their trade among cash buyers 
and those who are not governed by their 
political and other prejudices would be at an 
end, herefore they cut their prices, re- 
gardless of cost, whenever my name is men- 
tioned. Of course the vast majority of people 
are compelled to buy on time and consequently 
must trade where they can get credit. To 
this class must be added those who cannot 
control their instinctive prejudices, 

“* Then there is the old maid, so crazy for a 
beau that she will pay two prices and take 
shoddy if she can get the undivided attention 
of a nice young man for a few minutes, So 
it is not necessary to say that we leave all 
these folks to the tender (?) mercies of our 
cunning and cute competitors,while we address 
ourselves to handling the orders of those who 
know what they want and have tlie money to 
pay for it. 

“*But don’t you think,’”? we put in, “ that 
you can reach some more of the pretty girls, 
handsome mations, and wise and wealthy 
people through an ad in the Gazette?” 


IN THE 
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“ Nope—guess I’ve got them all,” cried the 


crank, 

“Well, how about holiday goods?” sug- 
gested we. 

“ Now, there’s sense in that question, ordi- 
narily at least, but in our case it doesn t suit. 
Because we are too well known to be abso- 
lutely the only house here handling really 
fine and appropriate goods of that class at 
reasonable prices. Now, don’t misunder- 
stand me. I say at ‘reasonable’ prices. 
Others have plenty of nice things but you'll 
have to mortgage your home to buy them, 
We propose to give our customers the most of 
the enormous profit there is on such goods. 
Our customers are truthful and shrewd them- 
selvesand deZieve what we tell them about uur 
goods 

*No—an ad in the Gazrtte might do me 
more harm than good—might fill up the store 
with a lot of people who want to ask pric:s 
pay = t want to buy. No,sir—I don't want 


anal, Byland, you won't get one. 

‘““When I looked over the extra 
large paper of that date,” says Mr. 
Garrison, ‘‘ which contained all the 
nice things said of the various busi- 
ness houses, I read but few. of the 
notices ; but coming to the article of 
‘ Byland the Crank,’ it immediately at- 
racted my attention, ard I read it 
three times. 

‘*I was under the impression that 
the Gazette man had really written 
Byland up; and, as I thought it rather 
sensational, I showed it to all the home 
folks, and it was the talk of the town 
for the next few days. 

‘*Happening to call on Byland 
shortly afterwards, I found him to be 
as the article represented. He said 
the Gazette man wrotea very nice, 
smooth article about him, and offered 
to insert it for $5. 

‘** He threw it aside and composed 
the article printed above, which he 
knew would attract more attention 
than the one the newspaper man had 
prepared. 

‘** TL asked him if he thought it good 
advertising to use such derogatory 
terms of himself, and he said he had 
replies from people all over the several 
counties, and they all seemed to think 
he was badly used by the Gazette, and 
wanted to know why he did not prose- 
cute the newspaper. He said he men- 
tioned in the article all the goods he 
had to sell, also the fact that he sold 
goods cheap, and these points were all 
he wished to get before the public. 

‘* Now, I want to ask the editor of 
PRINTERS’ INK if an article of this 
kind pays in advertising a business?” 

THERE are some very sugyestive signs over 
stores in this city. Forinstance, “P. Schutt,” 
is the name on a gunstore on Broadway, near 
Davis street.—Cleveland World. 
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THE MAGAZINE SUPPLEMENTS 
“Good morning!”’—Yes, ** we've used it,” 
witness these spotiess palms ; 
And we find the Oil of Cod Fish quite a treat; 
We rejoice to know good Varnish trom the 
multitude of shams, 
Or be told that Can-vy Soups are good to eat, 


For our lamp we find a Chimney that ‘* Mac- 
uff" could ynever mar ; 
Can ot **Cycies” easily pick the dozen best ; 
May learn of tours ecstatic in a Raymond 
Parlor Car, 


Or select some twenty Typewriters to test. 


A Democratic leaven with a ** Royal” claims 
our eye; 
Or the list of things “ Sapolio”’ will clean ; 
** Pearline’s” perfections ponder, aud no 
** counterfeit” would buy, 
And we rote some “cuts’ of Penknives 
razor-keen, 


Next the babe that “ Mellin’’ rescued meets 
our eye with stolid xaze, 
Vis-a-vis to Williams’ peerless Shaving 
Cream, 
And the nexative perfections of the Photo- 
graphic craze, 
Or we need no coal to heat our house by 
Steam. 


En Espagne we build a cottage just to try 
that * Shingle Stain ;” 
Read of Oxen whole concentrate in a Jar; 
Learn that other brands of Coc.a are but 
swindles plum» and pluin, 
And what we mistook for watches 
are, 


** cases’”’ 


Note this winter’s ** Waterbury ” drop its erst 
eternal spring ; 
Find that ** Douglass”’ 
dollar shoe ; 
Sce that ** Christy” Knives for kitchens are 
the very latest thing, 
And that Cottolene is best inside of you. 


sells the best three- 


To “ write up” our impressions fini] perennial 
* Fountain Pens 
Or a “Dixon pencil” (Dixon witha “*Bee™’); 
While the Lamp of sundry makers each the 
greatest radiance lends, 
And the lvory Soap floats ** godliness’ to 
me, ~Francis 1, Maule. 


—_—_+o+—____——_ 
A KENTUCKY IDEA. 

The cut repro!uced belew is taken from 

the /ron Age aud iepresents a bicycle and 


rider. ‘he original consists entirely of fa- 


miliar household artic!es,which were arranged 
by Mr. George I}. Hart, of the hardware firm 
of George O, Hart & Son, Paducah, Ky. 
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AN IMPORTANT RULING. 


That was an important ruling given by 
Judge O'Brien, of the Supreme Court, 
week in the case of the ‘“‘hump"’ hook-and- 
eye. Itseemsthat inthe section of the United 
States statutes, laws of 1881, bearing on trade- 
marks, chapter 138, section 3 shows that the 
use of a name of an individual as a trade mark 
is forbidden, and under no circumstances 
could such a trade-mark be registered. 

Upon this law the court ruled that the 
plaintiff had no right to the exclusive use of 
the word “ DeLong,” as connected with 
hooks and eyes, or anything else. 

If [remember rightly, there was an inter- 

esting case of this kind in the shoe business 
not more than two or three years ago. A 
shoe dealer named Crawford down in one of 
the Southern States ordered some shoes of a 
Brockton manufacturer, and directed that 
they be stamped “Crawford,” or ‘The 
Crawford Shoe,” or something of that kind, 
and the manutacturers proceeded to fill the 
order, but they were enjoined by Bouve, 
Crawford & Co., who had spent a large 
amount of money in advertising ‘‘ The Craw- 
ford Shoe,” on which title they held a copy- 
right. 
The result was decided in favor of the en- 
joining firm. ‘his ruling of Judge O’Brien, 
however, is in effect a reversal of that decis- 
ion, and would allow any man whose name is 
Crawford to have his name placed on the 
shoes he sells. There are several popularly 
advertised shoes which are similarly handi- 
capped. But the man who has his picture on 
his shoe has the advantage, as no one can in- 
fringe on a copyright of that kind.—Boot and 
Shoe Recorder. 


MR. BATES IS SOUND. 


It lies entirely with the publisher whether or 
not he will accept a contract for advertising 
which calls for a specific position, It is mere- 
ly acase of yes orno. If he agreesto give 
the position top of column next to reading on 
the fifth page—or any other page, or any 
other position—and at the same time agrees 
that no charge shall be made for wrong inser- 
tion, I cannot see what complaint he can have 
if the advertiser holds him strictly to the 
letter of the contract. 

The claim is made that sometimes it is im- 
possible to give the position agreedupon. By 
the time a man has published a newspaper a 
few years, it seems to me that this contingency 
would be taken account of, and that if it were 
impossible to carry out such a contract, it 
would be very foolish to make it. If the 
publisher cannot give the position agreed 
upon, he has the alternative of leaving the 
advertisement out of that issue, In that 
case, he would very naturally not make any 
eharge for the insertion. 

When an advertiser wants a position for 
his ad, he wants it. He would not make the 
contract if he could not have the position 
stipulated. He would merely withhold the 
order. It is to be assumed, therefore, that he 
would prefer having bis ad left out of the pa- 
per entirely in any one issue to having it in- 
serted in the wrong position. 

The whole question seems to resolve itself 
into this: There is no power on earth that 
will compel a publisher to enter into a contract 
that he beliéves to be unprofitable to him; 
but once entered into, the contract should be 
carried out in every detail exactly to the let- 
ter, or he should expect no pay for it.—C. A. 
Bates, in Newspaperdom, 
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CANCELED CONTRACTS. 


A decision of general interest to publishers 
was rendered recently in the English courts, 
which has an important bearing on the mat- 
ter of advertising contracts. 

A publisher sued an advertiser for a sum 
money, being the bal for an t 
a series of insertions of an advertisement in 
the plaintiff's publication, 

hen only a part of the order was com- 
pleted, defendant wished the advertisement 
to cease appearing. This order the publisher 
declined to act upon, and after the completion 
of the full term of the order, payment was 
applied for, 

his was refused on the ground that the 
order had been countermanded, and an action 
for obtaining the t was the « q 
The court ruled that the defendant was not 
liable, as he had countermanded the order. 
The only recourse for the publisher was to 
sue for breach of contract, and if he could 
show loss in consequence, he might be awarded 
damages. 

There are few newspapers in this country 
but have a number ot incomplete contracts, 
on many of which further orders will never be 
received, 

It is not an unusual thing for advertisers 
and advertising — to contract for a larger 
amount of space than they expect touse, In 
this way a lower price is often obtained, and 
other concessions are granted because of the 
size of the contract. 

They rely upon the assumption that pub- 
lishers are so anxious for business that they 
will not resent instructions to ‘* wait orders” 
or dare to demand short-time rates for the 
insertions given. Although some publishers 
insist upon the short-time clause in their 
contracts, it is rarely enforced, It isa matter 
to which more attention might be given with 
profit to the newspaper business.— The Fourth 
Estate. 


NEW SOURCE OF FLECTRICITY. 


Our ice cream is perfection itself, being 
frozen by electrical machinery m pure J con- 


of 
r 








structed for us and made from pure Jersey 
cream only.—From a circular of the Robin- 
son Drug Co. 





FAVORS GOOD TYPOGRAPHY. 

A piece of printed matter can't talk back. 
It can’t answer objections or offset a bad im- 
pression with smart replies. It is much bet- 
ter to have it irreproachable. Have it by all 
means prepossessing. It is quite evident that 
first impressions are the ones that count.— 
Wilkinsburg (Pa.) Independent. 

——_+o>—____—_ 
ONE OF THE NECESSARIES OF LIFE. 


Nothing in this world is so cheap as a news- 

per, whether it be measured by the cost of 
its production or by its value to the consumer. 
Weare talking about an American, metropolli- 
tan, daily paper of the first class, It’s so 
cheap and so good you can’t afford in this 
day of progress to be without it.—Chicago 
Record. 
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A TONSORIAL ADVERTISEMENT. 


About as good a Christmas present that a 
young lady could give a young man would be 
a check of sufficient capacity to enable him to 
get shaved at Charlie Parker’s for a year. It 
would insure comfortable courting at close 

uarters. ‘his is just a hint to the girls who 

lon’t like to be used rough.—Z x. 
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THE LITERARY ART OF PUTTING 
THINGS. 


Those merchants who have watched and 
studied the advertising pages of any progress- 
ive and enlightened journal or azine, must 
have been struck with the great change which 
has taken place in the last few years in the 
style and get-up of the average advertise- 
ment, as well as the matter now found most 
attractive to the eye of the person it is most 
desired to reach. 

This may truly be called the era of adver- 
tising, and the firm which relies solely on old- 
time methods and the old stereotyped matter 
is neglecting its opportunities and is not going 
with the times, 

There was a period when old-established 
firms of national reputation could afford to do 
this and not bother themselves, but that time 
has passed, and the firm that wants to keep 
up with the great procession that is to start 
just as soon as business resumes its normal 
gait, will be wise to give the matter of its ad- 
vertisement due consideration as to its avail- 
ability under the new conditions of trade. 

It is indeed a curious change from a (com- 
paratively speaking) few years ago, when it 
was considered derogatory to a publication 
to contain advertising, and a few high-class 
publications were actually published without 
them, while others laid down cast-iron rules 
as to what the advertiser paying his money 
for the privilege should be permitted to do, 
and what he should not. That, however, isa 
last year’s egg. 

It is no longer an objection to a newspaper 
that it contains advertisements, On the con- 
trary, there is reason to believe that a paper 
which should tain no adverti would 
be not only behind the times, but fails to give 
its readers a feature containing much current 
and useful information, and, withal, much en- 
tertaining reading. : 

In late years the writing of advertisements 
has become a special feature in journalism— 
a branch of literature requiring information 
and calling for brightness and versatility. 

In the years to come the writing of adver- 
tisements which will always attract attention 
will become more and more a literary employ- 
ment, since the writer must not only be well 
read, but possess in a high degree the literary 
art of putting things. And these are the only 
members who have a sure hold on the life 
success of their adopted business, At the 
rate this branch of newspaper making is being 
developed, the time is not far distant when it 
will be announced that this or that noted ad- 
vertisement writer will contribute a special 
advertisement to a forthcoming issue, for the 
same reason that publishers of ma; now 
announce that the next number will contain a 
story by Howells ora poem by James Whit- 
comb Riley.— Todacco. 


«o> 
> 











WHEN ADVERTISING STOPS THE SALE 
CEASES. 

‘You must get tired keeping all these 
trifles in stock,” said a chance customer to a 
druggist as he glanced over a showcase con- 
taining at least a score of small patented ar- 
ticles. ‘*We do,” replied the druggist, ** yet 
customers come in every day asking for things 
that we have never kept, and we have hun- 
dreds of dollars’ worth of unsalable articles on 
our shelves. The life of these patented trifles 
is ordinarily only a few years. They are 
widely adverti: until they obtain a large 
sale. Then the advertising ceases, and soon 
the sale languishes until the thing is no longer 
called for.—New York Sun. 
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BARGAINS IN DAMAGED CAKE. 

Bargain day in dry goods establishments 
has become a feature, and on that day the 
women make their purchases in this line at 
“less than cost.’ Quite recently the bar- 
gain-hunting craze has taken a new turn in 
Brooklyn, striking an enterprising bakery on 
Fulton street. Pedestrians were first attract- 
ed to the novel idea by a large sign in front of 
the door, reading as follows: ** Bargains to- 
day in Cake and Bread.’’ Another sign, lo- 
cated in the window, read: ‘Special Sale! 
These Loaves at 5 cents, Reduced from Ten 
Cents.”’ Still athird sign made this announce- 
ment; “* All Kinds of Cake at Half Price To- 
day.”’ Judiciously distributed around the 
window were a series of highly-colored signs 
setting forth the fact that yesterday’s bread 
was being sold at less than half price, The 
place was at times crowded to such an extent 
as to make it impossible to get within fifty 
feet of the door.—Business. 


WINDOW DRESSING. 


Arrange the light by means of polished re- 
flectors surrounding the lamps or gas jets, so 
that the rich, warm glow is reflected down- 
ward and backward, taking in its embrace 
everything included between the plate glass 
and the background. 

Be careful to cover the lights, so that the 
lamps or gas jets will not be seen by persons 
on the sidewalk. 

Draw the window shades down at night to 
a point within about four feet of the bottom 
of the window so that the lights cannot be 
seen, only the reflection. This makes the 
upper part of the window very dark and in- 
tensifies the light at the lower part, giving a 
more brilliant display. 

An excellent scheme is to have different 
colored electric lights arranged to change 
from one color to another.—A merican News- 
man. 





THE ARCTIC PRESS. 


There exist at present in the Arctic re- 
gions several journals that make their appear- 
ance but once a year. They are therefore 
not ‘‘journals” (literally “ dailies”), ac- 
curately speaking, but “‘annuals.’”” These 
sheets are published within the confines of 
the north polarcircle. The Eskimo Budletin 
for example, is edited near Cape Prince of 
Wales, on Behring Strait. Here, in a village 
inhabited by Eskimos, the English mission- 
aries have established a school, and as but 
one steamer lands at this place, and that, too, 
but oncea year, the news that it brings is con- 
signed to a sheet of paper printed with the 
hektograph. Its sizeis eight by twelve inches, 
The paper is very thick and but one surface 
is used. This journal, in a sub-head, claims 
to be the “‘only Fag paper.” This, how- 
ever, is an error, for there is an annual sheet 
published at Godthaab, in Greenland, where 
a small printing office was established in 1861, 
whence about 280 sheets and many litho- 
graphic prints have beenissued. The journal 
in question is entitled Atuagagdlintit, na- 
dinginarmtk tusarumiuasassumik, t. Cs 
** Something for reading, accounts of all sorts 
of entertaining subjects.” It has been pub- 
lished since 1862, and up to 1874 comprised 
194 sheets in quarto, and about 200 someon 
with illustrations, The language is that of 
Greenland, a dialect of the Eskimo, There 
is still another periodical published in Green- 
land under the name of Ka/adit,—Oak/znd, 
Cal., Echoes. 
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IMPOSSIBLE." 


You can’t make a silk purse out of a pig’s 
tail; neither cana er a make the world 
believe its town is on the crest of prosperity 
when its advertising columns do not back up 
the statement.—Zz. 


se 
HE HAS AN EYE TO BUSINESS. 


A St. Petersburg editor has hit upon the 
notion of printing his journal on paper suit- 
able for making cigarettes. It is said that 
its circulation has been greatly increased by 
this means, as the Russians are largely given 
to smoking cigarettes, which they make them- 
selves.—Music Trade Review. 


STILL HAYSEED. 


The modern and the ancient schools differ. 
The same in advertising as in correspondence, 
As much goes now in twenty words as for- 
merly in fifty. Advertising has become an 
interesting feature of some newspapers. In 
other newspapers it still savors of hay seed, 
Is your advertising of the “‘ up-to-date” kind ? 
—Pittsburgh Bulletin. 

+o 
TO BE SURE. 


‘*Why don’t you run a newspaper like that ?” 
a groceryman said to a repurter the other day, 
throwing out a Chicago daily. ‘‘For the 
same reason that you don’t run a grocery 
store like that,’’ the reporter replied, turning 
to an advertisement of a Chicago house, show- 
a twelve-story building. The grocery man 
looked attentively at the picture a moment 
and said: ‘*I never looked at it that way be- 
fore.”"--Ex. 


> 
INDIAN *“*BULLS.” 


The newspapers published in the native 
tongue of India occasionally contain para- 
graphs which testify that ‘ bulls” are not 
confined to Ireland, 

One paper, on the day of ‘ts birth, came 
out with two blank paces, and in one of its 
columns announced with unconscious sim- 
plicity that some ‘‘ specially interesting mat- 
ter” had been held over for want of space. 

Another journal printed this brief announce- 
ment: “‘ Our next paper day falling on Christ- 
mas day, the next issue of this journal will 
not appear. ’— Youth's Companion. 

eas 


THEN AND NOW. 


At one time, the retailer hunted up the job- 
ber. A large force of indoor salesmen was 
required and no traveling salesmen were em- 
ployed. Ata later period, traveling salesmen 
notified the merchants in the towns on their 
circuits when they would show their samples 
in their city, and the retailer called and gave 
his orders. In recent years, ‘‘indoor’’ sales- 
men found it necessary to grab the gripsack 
and hunt for orders in the retailer’s store. 
To-day, the crowded representation on the 
road compels wide-awake houses to help their 
agents by the powerful aid of printer's ink, 
and the houses who do not advertise must 
sooner or later be relegated.—Grocery World. 

—.- +o 09 —__— 

Bustness MaNaGER—Whiy do you always in- 
sist upon having the advertisement of your 
remedy for that tired feeling placed at the 
bottom of the column? 

Advertiser—When the people who read 

our paper have read to the bottom of one of 
its columns, they are more liable to feel the 
need of my celebrated remedy.— Profitable 
Advertising. 


PRINTERS’ INK, 


A POSTAL DECISION. 

Farmer Westchester—Well, I’ll be durned 
if I know in which box I should put this letter. 
It’s got to go toa hired girl, but she lives in 
Jersey.— Truth. 

a 

PuBLIsHER—No, sir; we never thick of 
printing advertisements in this paper as news. 

Advertiser—Well, as I want my ad to be read, 
I wouldn’t pay five cents a line to have it ap- 
pear as editorial matter.—/’rofitable Adver- 
tising. 


Tue advertiser wrote the words, ‘‘ It pleases 
the masses,’’ in his advertisement. During 
the passage of the form to the press-rvom, the 
space fell out between the words, “the 
masses.’’ The pressman picked it up and put 
it in place, as he thought. Imagine the ad- 
vertiser’s feelings when he saw the sentence 
read thus: ‘It pleases them asses !”’ 





AS TO ADVERTISING. 


Merchant—Do you think advertising pays? 

Book Agent—No, I don’t, 

Merchant-—-Why not? 

Book Agent- Why not? Because it takes 
all the people to your store to buy goods, and 
[ can’t find anybody at home to sell a book 
to; that’s why not.--Detroit Free Press. 


———— 
REVENGE, 


Tired Reporter—Mr, Shears, the man you 
sent me to interview got mad. 

Able Editor—He did? 

* And choked me,” 

“ Eh? 

* And hit me in the eye.’ 

** Ve powers.” 

** And kicked me down stairs.” 

* The low-lived scoundrel! Spell his name 
wrong.’’—London Tit-Bits, 


THE RATIONAL — 


“Father,” said the young man, “when I 
go into business, I propose to work on an en- 
tirely new system,” 

“Indeed?” 

‘Yes. I propose to make a rigid study of 
economy the first thing. I shall proceed im- 
mediately to dispense with advertising.” 

we Dispense. with advertising ?”” 

* Yes, sir. 

“My boy, you’ve got the cart before the 
horse. What you want to do the first thing 
is to reach out and get something to econo- 
mize over.””-—A merican Industries, 

“*T HEARD a voice cry, ‘Sleep no more!’” 
—Macbeth. 





PRINTERS’ 


CURIOUS SIGNS. 

Speaking of signs the other day with a 
friend, he mentioned the fact that on one of 
the avenues was a sign which read—(I dis- 
guise the name): 











Biank & Co., WHOLESALE Druacisrs, 


INCORPORATED. 1022. 





Now this seemingly shows either a mistake 
or a pretty old firm, but the explanation is 
that 1022 is the number of the street, and 
there is a period after the word ** incorpo- 
rated.” 

In Brooklyn there are two signs which read 
rather curiously. Both are on Fulton street, 
and one reads: 








| 
| 574 Otpv Books Boucut. | 





and the other, in our own trade, reads: 





222 RUBBERS. 





There is also a sign on the same street of: | 


] 
| SAVAGE, SHOEMAKER. | | 


—Boot and Shoe Recorder, 
+o 
Gastonia, N. C., has no hotels, banks, den- 
tists, hardware stores, livery stables, flouring 
mills, iron works, furniture stores, harness 
factories, blacksmith shops or sash factories; 
or, if it has, they do not advertise in the Ga- 





Arthur’s~ 





sette, the only paper printed there. 
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Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted, 
QUPERLOR Mechanical Engraving. Photo Elec- 

trotype Eng. Co.,7 New Chambers st., N. Y. 

zucate, the advertiser’s Eldorado. 

S$ 300,000 in U.S. Official crane proves 
more than 15,000cire. Send for rates. 

AM. SCHWEIZER ZEITUNG, 116 Fulton St., N.Y. 

REST 

HALF-TONE 

PORTRAIT, I 5 

Single col., 

CHICAGO PHOTO ENG. CO., 1% Madison. 

POSTAL NOTES ABOLISHED. 

The only substitute that will accommodate or 
satisfy the people is our PATENT Comn Matl- 
ne Carbs. Indispensable to a mail business. 
Special imprint on cards free Address for 
om 

LVORD & CO., Derrorr, MICH. _ 

$100 

PER PAGE 

9 for both 
Peterson’s, | Maine: 
F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N. Y. 





MENTION THIS PAPER 
WHEN YOU WRITE. 





For holdi ag Papers. Letter 
Files, Letter Books, Circulars 
Printed Matter, Anythin 

Clean, Ligh, Strong, Hand- 
some, Pertadle. In use all 
over United States. Send for 
Catal and i ial 


WIRE 
RACKS 


























POPE RACK COMPANY 
ST.LOUIS, MO. 





How Asout a WEB PRESS 


That can be Economically and Successfully operated by 
a SMALL MAN and a BIG BOY? 


That will Print, Perfect, Paste and Fold 9,000 to 12,000 
four or eight-page papers per hour ? 

That, including the folder, occupies a FLOOR SPACE of but 
12 ft. 8 in. by 7 ft. 4 in., and requires No Pir? 


The ‘* NEW MODEL”? is such. Write for CaTALOGUE. 


CAMPBELL PRINTING PRESS AND MFG. CO. 
334 DEARBORN S REET, CHICAGO. 1 MADISON AVENUE, NEW YORK, 


aR : 


The Wooden Horse of Troy 


was an element in ancient history. 
There’s nothing wooden about THE 
Troy Press—so advertisers say. 
Send for a sample. New York Of- 


fice, 11 Tribune Building. | 
Tiss iaiealedediidiiedadiidamnenniieaneee 
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af Th ) t Time 
i . 
6 vemotra » Wills Coming 
GRAND RAPIDS, MICH. 
soon when you will make your lists for 
13, Daily Fall and Winter Advertising. 
pnaepabpaeds | Ete peta tty A 
THe DemocraT gives results— ve: - to do udgment mus 
read what a Grand Rapids Adver- used in making selections of good-paying 
tiser says: You lack JUDGMENT and EXPERI- 


ENCE if you leave 


The National Tribune 


off your list. 

Have you ever tried it? It’sa pa ping 
medium, as most general advert 
know. Some have been with us roy 
years, which is proof of a good thing. 


Can we interest you to the extent of 


“T have taken and read the Grand 
Rapids Democrat ever since I 
have been in the city and can 
say, frankly and with pleasure, 


that it is the yy written, ——- 
Ny if oy i ne cits it; e 
on of rin the c 7. 
have aN atts in its 
columns and can that it 
brings me the best B_. &, of any 
newspaper in the city.” 
Tue Democrat is a necessity 
and not a luxury to advertisers an order? 
who cover Michigan. Any infor- 

Send your advertisement and let us 
mation desired relative to THE give you an estimate on it, or send for 
DemocRaT can be obtained at rate card 
the Home Office, or of THE NATIONAL TRIBUNE, 


H. D. LA COSTE, | Washington, D. C. 


38 PARK R' 
NEW vom” a; Branch Office : 66 World Building. 
Byron ANDREWS, Manager. 
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The Vickery & Hill List, “fe 
CIRCULATION 1,500,000 °s.2s.20" 


ANOTHER TESTIMONIAL. 
Cc. E. Exuis, 


DEAR Str—On going over our records for the past eight months, we find that the pro- 
rtionaté returns (cost considered) from The Vickery & Hill List, with two exceptions, are 
better than from any of the two hundred papers used on our 1893-4 schedule. 
We desire no more evidence that you circulate to the extent claimed. 
Yours truly, Rost. InGersott & Bro. 











Rates, or any other information, furnished from the home office, Augusta, Me., or by 
Cc. E. ELLIS, 517 Temple Court, New York City, Special Representative. 








e +. 
In West Virginia, 
Wheeling is the only city of 
40,000 Popu tation. ; 
Wheeling is the center of a population of 200,000. 
In Wheeling the EVENING and SUNDAY NEWS is the leading paper. 


It has alarger total circulation than any other paper in West Virginia, and a 
fifty per cent larger local circulation than any other paper in Wheeling. 
eauibihiecnnetintine Anpath. 3. P 
The NEWS is the osly paper in West Virginia whose circulation is gaaran- 
teed in “Rowell’s Directory.” These facts should be considered by advertisers 
desiring to cover Wheeling and vicinity. 
Cc. E. ELLIS, Seneger Foreign saveping, 
517 Temple Court, New York City. 
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* REACHES ruc | 
HOMES! 


M 
4 In the homes of 30,000 well-to-do 
y Persons in Wisconsin, Minnesota 
y and the Dakotas 

M 


{THE 
{WEEKLY 
! WISCONSIN 


Nis a regular and welcome guest. 

4 It is a “family paper” in the true 

meaning of the term, and is a most 
successful missionary for adver- 

M 

 tisers. 


M 
M THE EVENING WISCONSIN CO., 
MILWAUKEE, WIS. 








=== = 





: Eastern Branch Office: 
: 10 Spruce St., New York. 
ere H. EDDY, Manager. 
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The 
Toledo 
Blade, 


TOLEDO, OHIO. 


THE DAILY BLADE.—It has 
the largest circulation of any 
Daily in Ohio, outside of Cincin- 
nati or Cleveland. 


THE WEEKLY BLADE.—It 
has the largest circulation of 
any Weekly-to-a-Daily in the 
United States. 





For Advertising Rates in Either Edition, 
address 


THE BLADE, TOLEDO, OHIO. 
New York Office: 
33 TaIpuNE BUILDING, NEW YORK. 





=======2===="2======2 
Established 


THE ee 
BINGHAMTON + 
LEADER. 


Seven Columns. 
BINGHAMTON, N.Y. 

The DAILY LEADER, which has re- 
cently been reduced from $6.00 to $3.00 
per year, is the only Evening Paper be- 
tween New York and Buffalo with the 

ssoc and Press Fran- 
chises, selling for a penny. 


Circulation, 8,200. 


The DEMOCRATIC WEEKLY LEADER. 
Reduced from $1.50 to $1.00 per year. 
seven columns. b- 


Eight 4 Esta) 
lished ibe. Issued every Friday. 


Circulation, 6,500. 


The LEADER is sold in 150 towns and 
villages in New York and Pennsylvania, 
and is the Best Advertising Medium in 
the United States. Address 


THE LEADER, Binghamton, N. Y. 


Office for Foreign Advertising, 
132 Nassau Street, N.Y. * 
S. S. VREELAND, Manager. 
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‘The HOUSEKEEPER, 


MINNEAPOLIS, MINN. 
PUBLISHED SEMI-MONTHLY. 


CIRCULATION, 
gS- 123,000 ae} 


: 
| PER ISSUE. 
: 





Testimonial Number One. 
‘* HOUSEKEEPER,” . 
Minneapolis, Minn. 
Gentlemen—In looking over the list of 
replies from our little advertisements in 
the various journals, we are pleased to 
note that, taking into consideration the 
circulation, the returns from your medi- } 
¢ um are surpassed by no other. . 
Thanking you kindly for all favors, we + 
remain, yours very truly, + 
N. SPENCER THOMAS Co., 
Elmira, N. Y. 


For SAMPLE COPIES AND RATES, APPLY TO 
THE HOUSEKEEPER, 
Minneapolis, Minn. 
Or to C. E. ELLIS, Special Representative, 
517 Temple Court, New York City. 


oOo Ho eo eo meee ee 
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And the 
Manchester 


Saturday 
Telegram 


Has the largest circulation of any 
paper in the State—by far the largest. 
It is the only paper in New Hampshire 
having more than 5,000 circulation that 
is ready and willing to make known 


its exact issues. 


AVERAGE CIRCULATION FOR 13 WEEKS 


ENDING JUNE IST, 


61,875 


COPIES PER ISSUE. 


NEW YORK OFFICE: 
517 TemPLe Count, 
c. E. ELLIS, ManaGer. 
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PRINTERS’ INK, 


MISSOURI 


ST. LOUIS 
CHRONICLE 


a IN THE LEAD We 





THE CHRONICLE FIRST. 


PRINTERS’ INK, a New York weekly 
|journal for advertisers, George P. 
| Rowell & Co., Publishers, May 30, 
| last, published the following concern- 
ling St. Louis dailies: ‘t In St. Louis 
| the largest daily circulation is given to 
|the Evening Chronicle, a large one- 
|cent paper, delivered by carrier at six 
|cents a week. It guarantees to its ad- 
| vertisers a larger circulation than any 
|other daily in the State and a larger 
paid circulation than the combined cir- 
culation of all other St. Louis afternoon 
papers. Next to the Chronicle comes 
the Republic, with more than 58,000 
| circulation, and then the G/obe-Demo- 
crat, with more than 51,000. No in- 
telligent advertiser would think of neg- 
lecting any of these papers.” 


The Chronicle 


GUARANTEES TO 
ADVERTISERS: 


FIRST—A larger daily circulation 
than any other daily newspaper in 
the State of Missouri. 

SECON D—A larger circulation in the 
400 cities and towns surrounding 
St. Louis than any other daily 
newspaper. 





| 


THIRD—A larger paid circulation 
than the combined circulation of 
all other St. Louis afternoon pa- 
pers. 


‘Gitcutation, 75,000 Daily, 


E.T. PERRY, 
Manager Foreign Advertising Department, 
53 Tribure Building, New York. 
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Copyright, 1894, by The Gannett & Morse Concern. 


$5 ALINE sur’ IT PAYS. 


That's Comfort. 


Space of us or of agents. The Gannett & Morse Concern, Publishers. Home Office, 
Augusta, Me. Boston, John Hancock Building. New York, Tribune Building. Lewis A. 
Leonard, Representative. 
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Advertisements, ’ General 





Booklets, 
Catalogues, Job 


Pamphlets and Pri rintin 4 


We attend to ian rr business. 
Tell us what you want---we will | 
do the rest, and nobody can do it 
better. Address 


WM. JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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A newspaper publisher who desires to obtain a 
specified number of due bills like this, 


ee a ee 
> 
| SAMPLE. 
Good to Bearer 
FOR 


Two Dollars. 


Payable, if presented before January Ist, 1896, by a 
year’s subscription to 


PRINTERS’ INK, 


A Journal for Advertisers. 
To be sent to the name and address written on the 
back of this due bill. 


Void if not presented at the office of PRINTERS’ INK, 
No. 10 Spruce St., New York, within the time specified. 


wevvvvVvVVTVVE SV eS 





i_werrrrrrT TT TTTTTT anennnnned 
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may have as many as can be agreed upon, and 
pay for them by inserting an advertisement in 
his own paper. 

It will pay every publisher to see to it that 
his advertising patrons are regular readers of 
PRINTERS’ INK. It makes them more intelligent, 
and consequently more liberal advertisers. 

If interested, please address 


PRINTERS’ INK, 


10 SPRUCE ST., NEW YORK. 
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sarmwenr THE Pittsburgh 
CrneuLaTen oF Chronicle ilies 


SIX MONTHS 


Telegraph = Si"... 








DATE Janyans FEBRUARY MARCH APRIL MAY JUNE 
|? = eee 54,140 
44,316 41,449 43,445 82, 56,526 


28. 

47,747 44,725... 930 57,282 

484 042,721 48,900 57,692 54, 
47,606 382 8,865 | ow 
eecees = env one 49,150 58,947 56,475 

28 42,248 = 48,99) 58,350 
52,023 49620 48818 ..... 

x 41,943 48,346 58,240 54,742 
47,158 44,641 ...... 59,635 54,962 
44,782 303 50,311 58,965 54,641 
48,000 45,841 50,345 51,660 ...... 





eseses  egeens 49,475 52,747 56,152 
6428 41,621 827 1,870 54,863 
52,373 49, 50,751 ° 54,289 
592 41,524 52,436 68,860 53,341 
47,117 re 243 53,210 
42 42,2 54,373 59,745 52,641 
48,099 45,691 3,469 ee 
ee AR OOP 54,647 59,812 52,388 
44,927 42,319 53,906 59,910 53,008 
52,452 50,824 .  atenee 52,887 
45,595 43,505 62,660 51,38 

evccce ow 58,855 51, 
oseves 46, 54,566 64,685 51,462 
ssbcbe 47,784 canes 56,140 wari 
1,124,054 1,203,505 1,250,234 1,566,758 1,426,391 

Spalted, a we 

Weebisrese 80,570 97,266 §= 81,266 «= «92,456 = «95,128 _ 86,354 





NET CIRCULATION, .1,099,823 1,026,788 1,122,239 1,157,778 1,471 471 630 1,34 340,087 
Total Net Circulation, 7,218,295. 


Number of Days Issued, 155. 


AVERAGE DAILY CIRCULATION, SIX MONTHS, 46 570 
EXCLUSIVE OF SUNDAY ISSUES, ; 














City of Pittsburgh, rr 
I solemnly swear that the above is a true and correct 
statement of the circulation of THE PITTSBURGH CHRONICLE TELE- 
GRAPH, of Pittsburgh, Semen < for the six months ae June 
30, 1894. HERSHMAN, Manager. :*****’ : 
Sworn and subscribed wee me this 17th day of ton) 1804. : SEAL: 
ALBERT H. EAmes, Notary Public. :......: 


SUMMARY: 

Daily Average for 12 Months ending June 30, 1894, 44,398 
Daily Average for 6 Months ending June 30, 1894, 46,570 
Daily Average for 3 Months ending June 30, 1894, 50,890 





New York Office: 86 & 87-Tribune Building, 
Cc. J. BILLSON, Manager. 
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The 


¢ Rocky 
Mountain 
News. 


% 


THE OLDEST PAPER, 

THE LARGEST PAPER, 
THE BEST PAPER in 

COLORADO. 

: * 

; THE NEWS offers advertising 


space at the lowest prices con- 


sistent with the best service. 


% 


THE ROCKY MOUNTAIN NEWS, 
Denver, Colo. 








NEW YORK OFFICE, 


11 TrRiBuNE BuiLbINnG. 
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The Denver Times-Sun 


Guarantees to 


Advertisers, 
FIRST: 


A larger circulation than any other daily 
newspaper in the State of Colorado. 


SECOND: 
A larger circulation in the Cities and 
Towns surrounding Denver than any 
other daily newspaper. 


THIRD: 
A larger circulation than any daily news- 
paper between the Missouri River and 
the Coast. 


FOURTH: 
A larger circulation on the COLORADO 
WEEKLY SUN than any other weekly 
newspaper between the Missouri River 
and the Coast. 





SeVVVVVSSSSSSSSSSSSsSssssssssssssssssssessessseses 


Address all applications for advertising space to 


THE DENVER TIMES-SUN, Denver, Colo. 
402 


2 
; 
: 
; 
: 
: 
; 
: 
é 
: 
: 
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is a prompt and 
reliable 


MESSENGER 


which will take your 
announcement into 





400, 000 HOMES 


reaching a good class of 
purchasers than by adver- 
tising in this popular house - 
hold magazine. An estimate 
and copy of THE LADIEs’ 
WorRLD will be sent to any 
advertiser applying to the 
publishers, 


S. H. MOORE & CO., 


27 Park Place, - = New York. 




















ONE 


ORDER, 


ONE 


CHECK, 


ONE 


STAMP, 


ONE 


ELECTRO. 


WHAT 


WON- 


DER 


SO 


MANY 


ADVER- 


TISERS 


USE 


THE 


LISTS? 
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IN THE WEST. 


The East is the manufacturing center, 
the West the agricultural. 

During the recent depression factories 
have been shut down and money has been 
scarcest in the East. The Western farms 
have been raising produce rightglong. 

It was in the East that Clearing House 
Certificates had to be issued. The West- 
ern banks were, as a rule, upheld by the 
ready money of the farmers. 

The Middle farming States suffered 
the least of any part of the Union. 

Harvesting is now going on. The farm- 
ers are converting their crops into money. 
They are ready to buy. What have you 
to sell them? 

The C. N. U. List consists of 1400 
country papers published in the region of 
the Middle farming States. It is an old 
established list, and is used by every 
advertiser of experience who wishes to 


cover the rich agricultural Western region. 


May we send you our Catalogue. 


CHICAGO NEWSPAPER UNION, 


87 to 93 S. Jefferson St., - 
CHICAGO. 


10 Spruce Street, 
New York. 
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That is all I claim for it. 
all that I need is to see a copy of the paper to be 
10 Spruce Street, New York. 


ress used and the temperature of the press-room ; and, most 
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a check with the order. 
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Address WM. JOHNSTON, Manager Printers’ Ink Press, 
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ink is the best in the world for newspaper work. 


matter of price. 
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My ink is just as good NEWS INK as can be bought anywhere at Scents a pound. It 
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The News Ink Trade, 


I cannot sell Ink to a single New York daily. 

There is not a daily paper in New York that would look at 
me if I should offer to supply all its Ink free. 

The only way to sell ink to a big paper in New York is by 
fixing the pressmen ; and the pressmen were all fixed before my 
trade began. 

I sell Ink at four cents a pound that is better than any, New 
York daily is using. 

Every New York daily, without exception, pays more than 4 

ents a pound, and getsa poorer Ink than I sell. 

When Ink doesn’t suit it is cheaper to converse with the 
pressman than to change the Ink; and, for that matter, no 
change in the Ink is likely to do much good. A conversation 
with the pressman will often work wonders. 

Every Ink man wants to get his Ink into the offices of the 
big papers. 

Each one is willing to pay the pressman. 

The man who is supplying the Ink can afford to pay the 
pressman just as well as the man whois not. And he knows’ 
him better. 

There is such a thing as good faith among pressmen. When 
the Ink manufacturer uses the pressman well, the pressman is 
moderately certain to use the Ink maker well in return. 

They can help each other. 

In this world we all have to help each other. 

If a New York daily should buy Ink of me it would only be 
fair to increase the pressman’s salary. 

Every publisher of a New York daily ought to increase his 
pressman’s salary and buy ink of me. We should all make 
money by the arrangement and it is hard to make money just 
now. 

I sell the best news Ink in the world. 


Address, 


WM. JOHNSTON, Manager Printers’ Ink Press, 


10 Spruce STREET, New YORK. 
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ANY 
COLOR 


YOU 
WANT! 









el a 
‘= BEST IN THE WORLD = SS 


OB INKS 


Four Quarter-pound Cans for One Dollar, best 
Job Blacks or any color wanted : 








| 
EXCEPT CARMINE, BRONZE RED, VIOLET, 


PURPLE AND FIVE-DOLLAR BLACK. FOR 
FOUR QUARTER-POUND CANS OF THESE 
SEND TWO DOLLARS. 






| 
| 











\ For half-pound cans send double the price. 
\ For one-pound cans multiply the price by four. 
\ For more cans and more colors send more money. / 
\ For bigger cans send a BIGGER “me 
Address WM. JOHNSTON, 

SN Manager Printers’ Ink Press, 
~ 10 Spruce St., N.Y. 
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Poster Inks 
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The five standard Poster Inks are Red, Yellow, Blue, 
Green and White. By blending these the pressman gets any 
color he wants. I sell Poster Inks in 5-pound cans at one 
dollar each. But the money has to come with the order. For 
more cans send more dollars. If ordered in kegs from 25 to 


500 pounds the price is no more—z2o cents a pound—See? 





Address WM. JOHNSTON, Manager Printers’ Ink Press, 
16 Spruce Street, New York. 
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THE ART 
OF BUYING. 


‘Well bought is half sold.’’ 


That’s said of merchandise. It is true, and so the 
head of a house employs as buyer in each department a 
man specially skilled in buying that particular line of goods. 

The western store-keeper often employs a resident 
“buyer” in New York. This buyer knows how, when and 
where to buy. His employer tells him what and how much. 

We are buyers of advertising space. We know where 
to get the quality you need. We know where and how to 
get the right price 

We will study your business and advise with you as to 
how much and what kind of advertising is best for you. 
We will select the media, prepare the advertisements, and 
buy the space—all subject to your approval at every step. 
Write to us about it. 

THE GEO. P. ROWELL ADVERTISING CO., 


Newspaper and Magazine Advertising, 
10 Spruce St., New York. 























